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Most Styles *6 
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Note to 
‘*Friendly’’ Dealers 


Reorders on all styles, in- 
cluding the above, are now 
being filled without delay 
from our instock service. 


BOOT AND SHOE RECORDER, April 28, 1934 


Par ANY 


GOLF COURSE! 


H™* a sport shoe style 
that has tramped every 
good golf course in the world! 
Made of full grain sport leather 
by Jarman, it’s the same com- 
fortable moccasin-type style 
in which trophy after trophy 
has been won. A sure hit in 


every golf-course town, it is 
drawing new trade for hun- 
dreds of dealers. The calks 
won’t come out! Try it... Stock 
No. 766. Telegraph Code: Fal- 
con. Leather lined through- 
out. Black and White only. 


FRIEND 


JARMAN 


SHOE COMPANY 


Division of General Shoe Corporation @ 
J. F. JARMAN, Chairman of the Board 


Nashville, Tennessee 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE the TRADE 


“Q' OCIAL saving” is a new term 

that before long will have a 
sinister meaning to the merchant. 
It seems that the State of Pennsyl- 
vania buys shoes at wholesale aver- 
aging $1.23 per pair. The shoes 
are claimed to be $2.00 retailers. 


The idea is “that the business of 
supplying the unemployed directly 
with necessities” is the function of 
the state so that they can avoid 
elaborate and competitive distribu- 
tion costs. The state claims that 
with administration expenses de- 
ducted, a saving of more than $600,- 
000 on each million pairs of shoes 
was made. 

The Pennsylvania plan now is 
“not only to continue these social 
savings but to obtain clothing, food 
and warmth for people in the ratio 
of three million dollars’ worth for 
every one million dollars spent.” 

In the shadow of charity, we see 
an idea blossom forth that a social 
saving can be made, eliminating the 
‘service and selection by the mer- 
‘chant; but the thing must be per- 
‘mitted to live when we come to a 
normal degree of prosperity for the 
pauper plan, in the long run, does 
not profit the state. We have seen 
bulk purchases before and the resi- 
-due of unwanted sizes. We have 
-seen political purchases and all the 
funny business back of the line. 
Other states have operated “social 


service” through the merchant in 
the community and have helped re- 
tain the self-respect of the recipient 
of state charity and at the same 
time received values even greater in 
the right shoe, in the right fit and 
in the right price. 

The State of Pennsylvania will 
find out that in the long run this 
idea of social saving is really social 
waste. 

* * * 
EE O. COBLER, past president 
of the Southwestern Shoe Trav- 
elers Association, writes to the 
President of the United States of 
America: 


“You have a Code for every Kind and 
an, 
Oh, yes, all except the Traveling Man. 


With your Codes and every plan 
Has been a Godsend to every man. 


Your untiring efforts and broad and per- 
fect mind 

Will bring this country through these 
hectic times 

If every one would cooperate and do his 


it 
We will give depression an awful fit. 


“The Southwestern Shoe Travelers every 
woman or man 

Will rise to Our Leader’s Stand 

If you have an extra mission for us to do 


Remember we belong to Uncle Sam too. 


“United we Stand. Divided we fall. 
We will be waiting for that S.O.S. call.” 


* * 
ENJAMIN SCHWARTZ of 
Schwartz & Benjamin, presi- 
dent of the Council of Shoe Manu- 


facturers of Greater New York, was 
honored with a testimonial dinner 
at which 75 members of the asso- 
ciation gathered to felicitate the 
leader of the Council. In address- 
ing the group, Mr. Schwartz said: 


“We, in Brooklyn, have the op- 
portunity of a lifetime. From the 
activity of the past 60 days I have 
noticed that better merchandise is 
getting more attention and a bigger 
play. We know that Brooklyn is 
the only city in the United States 
which has the ability to produce 
better merchandise and, with con- 
sumer acceptance increasing, we 
must make the most of it. 

“T am not concerned with what 
price we sell our merchandise at 
so long as we make a profit. We 
must see that our merchandise has, 
as it always used to have, a fine 
name. We soon will see the time 
when the prosperity that once was 
ours will be restored and we will 
see the position that once was ours 


restored.” 
* * * 


EORGE H. MEALLEY, Chair- 

man of the Color Committee 

of the Tanners Council, told the 
Styles Conference: 

“Previous to 1917 the tanners 

produced colors according to their 

individual ideas. Many of these 


mg more shoes. sold right 
Ay a 
= | 
) 


colors had really no reason for ex- 

istence, as they did not have any 

background of style information. 
“In 1917, the Textile Color Card 


Association stepped into the picture — 


and with their intelligent guidance, 
we think the colors which have been 
selected each season since then have 
been a success. 

“It is possible that many might 
imagine that these shades are picked 
out of the air or are the outcome of 
some tanners’ propaganda. But I 
can assure you that such is not the 
case. Each member of this com- 
mittee takes his job very seriously 
and we all feel sure that if we were 
to go back to the old method, it 
would be quite a chaotic condition.” 


* * * 


M ISS JESSIE DAVES of Vogue 
Magazine stated at the Joint 
Styles Conference: 

“There are three basic costumes 
that you might expect to see this 
Fall. There has been such an over- 
whelming wave of tweed this Spring 
and beginning last Fall, it looks as 
though it would be a much, much 
greater wave in the Fall. That fab- 
ric itself is so important that we 
all felt it was the thing to be con- 
sidered as a separate unit really in 
considering your Fall shoe stocks. 

“The second costume which is 
basic, practically all over the coun- 
try, is the sort of costume for sev- 
eral years past, which has consisted 
of a coat and a dress, tied together 
in some way. We feel that the suit 


wes 


theme, the influence of the suit, will 
increase toward the Fall and will 
be a part of that group of basic 
costumes that we formerly thought 
of as a dress and coat. 

“There is a third type that we 
feel offers a definite possibility for 
another shoe sale. It is called, in 
the cities, the cocktail costume, and 
the shoe retailers in smaller cities 
tell us that it doesn’t sell by that 
name in their cities, so we may have 
to coin a name or may have several 
names for it. It is a woman’s for- 
mal, late-afternoon costume and we 


BOOT AND SHOE RECORDER, April 28, 


ADVERTISING STRAWS 


—I know of no better barometer of business 
trends than the advertising pages of 
newspapers, magazines and business pub- 
lications of National Circulation. 

—During the past three months, a general 
increase in advertising has been recorded; 
but the largest percentage of increase has 
been in business publications. 

—Advertisers whose product is distributed 
through retail channels are today more 
understanding than ever before of the 
importance of knowing and being known 
by their dealers and prospects. 

—And dealers are more interested in their 
business publications because of the many 
kaleidoscopic changes in the business 
situation and the need of knowing what 
is the most desirable merchandise to offer 
and where that merchandise can most 
advantageously be obtained. 

—“Tell and sell the merchant and he 
will tell and sell the millions” is a 
good principle for any manufacturer to 
observe. 

—For the retail merchant is the natural 
selector of merchandise for his com- 
munity, and he must be sold long before 
the consumer can be profitably interested. 


6 


President. 


feel there is a definite place for a 
shoe that belongs with that cos- 
tume.” 
* * * 
TENHE Century of Progress in its 
second year as an international 
exposition opens in a few weeks. 
Advance ticket sales have passed 
the two million mark—four times 
what they were at the opening of 
last year’s exposition. Loop hotels 
report that they are practically 
booked solid for the Summer, while 
railways, and travel agencies claim 
greatly increased interest. 
Consequently it is anticipated 
that the attendance will be as large 
or larger than 1933. The shoe stores 
of Chicago are ready for the pedes- 
trians of the Fair grounds. 
* * * 
LIST of about 50 words and 
phrases which retail mer- 
chants of Richmond have agreed to 
eliminate from future advertise- 
ments has been announced by Steve 
B. Hazle, executive secretary of the 
Richmond retail code authority. 


1934 


Mr. Hazle pointed out that the 
retail code reads that “no retailer 
shall use advertising and/or selling 
methods which tend to deceive or 
mislead the customer.” To carry out 
this rule, group meetings of retail 
merchants were held, at which ob- 
jectionable words and phrases were 
tabulated. 

“By cleaning up advertising, we 
will gradually build back confi- 
dence in advertising and in the mer- 
chant, and the whole community 
will benefit thereby,” said Mr. 
Hazle. 

“It must be borne in mind that 
the burden of proof lies upon the 
retailer to prove that the statements 
in his ads are true and do not tend 
to mislead or deceive. Advertising 
statements are a question of fact, 
not of policy. They are lawful if 
true—unlawful if inaccurate. This 


office will take action accordingly.” 

The list of “outlawed” words and 
phrases follows: 

All patterns, all sizes, all colors (the 
word “all” to be omitted). 

An anniversary feature you will never 
forget. 

Every style, every color, every pattern 
(the word “every” to be omitted). 

Never such a sale—Never before (the 
word “never” to be omitted). 

Largest, Smartest, Newest, Highest, 
Lowest, Greatest, Finest (‘‘est” to be 
omitted). 

Nothing like it. Choice of the house. 
We're giving these away. From factory 
to wearer. The world’s most outstanding. 

Marvelous, stupendous, amazing, thrill- 
ing (and similar adjectives). 


Customers asked for this sale. Where 
oods cost less. You profit by buying 
ere. It is positively sensational. Such 
values may never be had again. 

Made to sell for double the price. 
Made to sell for $3.98 and more (how 
much more? State facts). 

The most desirable fabrics. Incom- 
parable prices. Bargains you will never 
see again. Such suits you have never 
seen, for so little. Everybody is talking 
about these bargains. Faultless tailoring. 

Buy the best. No equal at this low 
price. Dollars do double duty. You can’t 
resist these values. 

At cost, below cost, a little above cost. 
Values that have no equal. Unprecedented 
values. Miracle sale. Every one a super- 
value. These suits are creating a sensa- 
tion. About half-price. 

De Luxe quality suits (not to be used 
on low-priced goods). It’s the last Round 
Up. A blessed event. Buy direct from 
manufacturer—We make ’em and we sell 
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’em. First time at this low price (word 
“we” to be inserted). It is the talk of 
the town—the whole town is talking. 


* * 


OOTS for dogs may be had. 

The price is $10 a pair and 
up. They are of the made-to-order 
sort. Dogs’ paws have to be fitted, 
the same as human feet. And clerks 
have to be careful if Fido is fussy 
or Bruno has a bad day. There’s 
no range of sizes for shoes for dogs, 


so the old rule—“If at first you 
don’t succeed, try, try again” ap- 
plies. Sometimes three pairs have 
been fitted before the shoes are 
right. These boots, they lace, are 
for dogs with tender feet. Boots for 
sled dogs, of Winter sports, is an- 
other story. The canine footwear 
is carried chiefly in the sporting 
goods and department stores. 


* * * 


OES a change of climate 

change the size of shoes? Abe 
Bender, men’s shoe buyer of the 
May Company’s Los Angeles store, 
believes that it does. Mr. Bender 
stocks a straight last calf both in 
black and brown up to size 14-C and 
the same in kid up to 13-E. Men with 
especially large feet seem to prefer 
straight lasts with plenty of toe 
room, Mr. Bender finds. _ 

A big percentage of the big shoe 
customers come from the youthful 
athlete group, modern athletics hav- 
ing a tendency to enlarge the feet 
of a young man. Mr. Bender has 
discovered also that climate has 
something to do with the size of 


feet, a larger shoe on the average 


being needed by a man after he 
moves to a warm country from a 
cold country. Often an easterner 
or mid-westerner jumps as much as 
two sizes after settling in Southern 
California. Naturally, the big shoe 
service appeals to a large number 
of such people. 


* * * 
ALTER MENKE, vice-presi- 


dent of the Central Shoe Com- 
pany of St. Louis, says: 


“There is little doubt that aggres- 
sive consumer advertising is playing 
an important part in the rapid 
growth of our business. While we 
have always invested large sums in 
advertising, we launched the heavi- 
est campaign in our history last 
November and have increased our 
expenditures every month since that 
time. We are using newspapers, 
magazines, radio, direct-mail, win- 
dow and store displays more liberal- 
ly than ever before, and as a result, 
thousands of people who had never 
before worn our shoes have bought 
from our dealers. Another encourag- 
ing result has been the increased op- 
timism our heavier advertising has 
engendered among our entire sales 
force and throughout our dealer or- 


ganization.” 
* * * 


DWIN R. DIBRELL, vice- 
president of the Associated 
Dry Goods Corporation, says: 

“It is estimated that when finally 
approved there will be about 750 
codes which have been presented, 
approved and made effective by the 
NRA. Of this number over 400 di- 
rectly affect the operation of the 
retailer as they modify or influence 
the trade practices which govern his 
relationship with his manufacturing 
sources. Already retailers have been 
present and have prepared and pre- 
sented their views at nearly 500 
hearings out of approximately 


1,050 which have been held during 
the period of July 1, 1933, to March 
20, 1934. Of the 400 codes which 
will finally directly or indirectly 
affect the retailer, approximately 
125 amendments or codes them- 
selves, which affect the retailer have 
yet to be heard.” 


ERNARD OSWELL, shoe man- 


ager for Fortnum & Mason, 
made a superb gesture of interna- 


tional fashion friendship when he 


staged a style cocktail party in the 
Perroquet suite of the Waldorf- 
Astoria on April 17. The bundle 
of cablegrams that was sent by 
prominent shoe and civic leaders 
in England increased the measure 
of accord between the two countries. 
Instead of a fashion runway, the 
mannequins sauntered into the room 
from time to time so that he who 
would see the best in English sport 
types might enjoy the picture. It 
was a new type of fashion show 


in America. 
* * * 


TUART J. RACKHAM, newly 

elected president of the Detroit 
Retail Shoe Dealers Association, 
was host to a meeting of all officers 
and directors recently at the De- 
troit-Leland Hotel. This was the 
first meeting called since Rackham 
was inaugurated as president. His 
“treat” included the dinner for all 
present. 


“But look, Duchess, we'll find your pin in no time.” 


15 
| 
* * 
| 
Ales, 
ES 
| 
| 
| wit if 
| SS 


OUR committee’s report concerns itself with the 

immediate problems facing the children’s de- 

partment. It offers suggestions for merchandis- 
ing in the face of a rising market. Prices must go up 
for sound recovery. Legitimate costs are already 
higher. Nevertheless, a real danger still exists—one 
which the Administration has recognized. Prices may 
rise more rapidly than people can afford to buy. So 
your committee repeats the warning: By all means 
maintain your quality, but be on guard against price 
resistance. 

In offering you this report, your committee asks that 
you regard it from both the short-range and long-range 
viewpoint. The short-range concerns itself with im- 
mediate demands; the long-range with the general 
trends of the children’s industry. 

In the past decade, the children’s business has under- 
gone tremendous changes. First, the style phase— 
every season more and more there is noted a greater 
leaning toward the style factor and seasonal and occa- 
sion requirements. Particularly is this predicted for 
the coming Fall. The second phase has its interest 
centered on the health angle, with great emphasis on 
orthopedic design and fitting. 

What next? We are on the threshold of an entirely 
new phase, the “modern education era,” which will have 
a widespread influence in the design of children’s shoes. 

Let us consider the factors behind this change. The 
young mother of today is entirely different from the 
mother of a generation ago. She is more alert, more 
sophisticated, better educated. She is well grounded 
in economics, science and psychology; she knows her 
vitamins from A to D. Her attitude in bringing up a 
child is almost professional. This is the changed con- 
dition which retailers are facing. Into this movement 
we must enter. 


The most interesting program ever 

developed by the Juvenile Com- 

“> = mittee of the N.S.R.A., working 

"Zw with the Joint Style Council, is the 

—~ one herewith presented by Chair- 

man Maurice J. Yoskin This for- 

ward looking program should create 

an unusual amount of interest 

| among the trade in its development 

of the theme of “Self-Help” in 
children’s apparel. 
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JUVENILE 
STYLE 
REPORT 


For Fall and Winter, as Adopted at 
Styles Conference — Maurice J. 
Yoskin, Chairman, Juvenile Committee 


This modern education system is teaching children 
self-reliance by training children to dress themselves, 
comb their own hair, brush their own teeth. Most of 
us have already heard of the self-help clothes designed 
by child psychologists to further the teaching of self- 
reliance. Self-help clothes change the business of 
dressing from a trying ordeal, frequently accompanied 
by adult anger and infantile tears, to a process of great 
interest and enjoyment. 

Every merchandiser in the field should see that a 
new deal is developed in publicity for the children’s 
shoes. Get paid publicity, get free publicity through 
press stories and fashion editors. 

All of this will have a definite influence on children’s 
shoe styles. There will be a growing tendency in the 
future to develop footwear simple to put on and take 
off. Shoes that clumsy little fingers can manipulate 
with extreme ease, yet without sacrificing beauty of de- 
sign or the fundamental health features. It is up to 
us, the style leaders of the shoe business, to meet this 
changing condition. 

Upon motion regularly made and seconded, it was 
voted that the revised size runs be again confirmed, as 


follows: 


Misses’ (heels up to 9/8).................... Sizes 3% to 9 
Modern Misses’ (heels up to 14/8)............ Sizes 3% to 9 


FOR SCHOOL AND SPORTS WEAR, 
CHILDREN’S SIZES 81, TO 3 
Patterns: 

a. Oxfords, including moccasins, unlined and lined in 
a —_ shield tips and saddle effects (soft toe box pref- 
erable). 

b. Kilties in the newer tongue effects. 

c. Tongued ghillies. 

d. Open ghillies and brogue wider strap effects. 

Note: Continue your popular rubber soled and sport numbers 


for Fall. 
[TURN TO PAGE 54, PLEASE] 
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Cujoy YOU MOTE 


This poster design, in red, white and blue, will be used by shoe stores throughout the country in promotion of National Sport Shoe Week, May 22-29. 


| 
Week 
MAY 

22-29 
| 
| 


BOOT AND SHOE RECORDER, April 28, 1934 


Longer pay envelopes and a shorter 


work week will make leisure from 
this time forward the privilege of the 
many. And leisure in Summer will 


be spent in enjoying the recreations 


of the outdoor life 


2 KS ee 
é 
i 
SCO; 
LL signs point to a record season for sport t 
clothes and sportshoes in 1934. For the N 
retail shoe merchant sport shoes this year v 
offer the best route to Summer profits. For sport- W 
S 


shoes, properly promoted, will produce extra pair 
sales. They should not replace regular Summer 
merchandise, but provide the opportunity for the 
shoe store to earn an extra profit. They will keep 
the wheels of business humming in many a store 
that otherwise would slump into the doldrums of 
midsummer dullness in July and August. 

Sport Shoe Week, May 22-29, will give the initial 
impulse to sportshoe selling in 1934. Much of the 
season’s success in selling sportshoes and attain- 
ing the maximum volume of business therefrom, 
will depend upon a good send-off in Sport Shoe 
Week. It will give you the opportunity to make 
everybody in your community sportshoe conscious. 
Every shoe store, everywhere, should join in the 
promotion of Sport Shoe Week-—and.reap a rich . 
harvest in extra sales right through the Summer. 


18 
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Photo courtesy, Paramount Pictures 


OUTH lives in sport, and by the very vigor — 

of its participation in Summer life, sweeps 

all generations into an appreciation of sports. 
The greatest sports year of them all is here. 


Sun and Summer stimulate sports attire. We eS, ti” 
are going to see in this Summer of 1934 more ip 4 Clark Gable, 
sport suits, sport dresses and what is more interest- Ik . 
ing to us—more sportshoes for men, women and 
children. This spells opportunity for profits. 


We endeavor in this issue to stimulate an indus- y 
try to an extra selling effort in Sportshoe Week, / 
May 22 to 29, so that every store, everywhere, 
will catch the enthusiasm of a collective drive that 
will carry sportshoe wearing right through the 
Summer. Planned promotion will produce results. 


Below, Virginia Bruce and John Gilbert; right, Martha 
Sleeper, M-G-M stars 
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E have divided the sports models on the two 
double page spreads of women’s shoes in this 
issue into two groups: Active and Decorative. It’s 
just another way of saying active and spectator 


types. 


If you have two windows (or can divide your 
window space into two sections) use shoes of the 
type shown on these two pages for one part of the 
display and the decorative shoes as suggested on 
the other two pages for the remaining section. 


for the first and put plenty of colg#h the second. 
And use the selling points 

sell women more 
\J 


leisure SS 


Wf 


FOR 


ctive LEISURE 


N THESE active leisure models we show shoes planned 
for special purposes. The requirements of the sport govern 
their design. Simplicity and practicality is their first reason 
for being. Each one has some special feature in fashion or in use 


B y which you can apply to similar shoes in your own Summer stock. 
R U T ka 4 A R R | N G t C) N The first model (at the left) has an interesting story. It was brought 
out just four years ago and it went flat—because it has a “flat heel!” 
a It was reintroduced this year and has proved a great success in stores 
| + that sensed its timeliness for this particular season. For flat heels 
are on the up and up—and sturdy, leather-soled sandals of this type 
are very much in the picture. This is the English kind of sports shoe 
that is taking on more and more in this country as we grow increasingly 
enthusiastic about English sports clothes. If you have any shoes of 
Vi this character, play up their English accent. 
x \ _" 7 In detail this particular shoe is notable too. Its name is “Paddock.” | 
If you look closely, you see that it has “horsey” touches. It fastens | 


with harness buckles and “snaffle” rings are introduced in its strap. 
A Fifth Avenue shop is featuring it in a window with “horse-sheeting” 

fabric for a background. These checked and overplaided materials 

xaetly like the light blankets they throw over race-horses 

Sef are being exploited in sports clothes. You could use 


ese sports materials for an effective display. I 

A\_ Next, the practical surf shoe. Water cannot damage it. A cork sole 
a rubber sole) keeps it from being lost in the waves. This par- I 
model has the selling point of adjustability, in both the vamp ; 


ankle strap. In merchandising shoes in one width, this point 


Feature white or white and color sopfhinations 
Ginger Rogers, R-K-O star, featured in “A Chance at Heaven’’ 
| Z 
| 
WY 
q 
| 
= 
J ve important. Buckled models, ghillie-laced models and shoes P 
F in 


Right, at tennis, Maureen O’Sullivan, 


M-G-M star; Seated in chair, Ginger 
Rogers, R-K-O star, 


made of elastic material all offer this ad- 
vantage of adapting themselves to different 
feet under varying conditions. Colorful 
stripes like this are strong this year, all 
part and parcel of the Mexican influence. 
And because they introduce several colors 
they fit in with many costume color 
schemes. 

The third shoe is a new variation of the 
ghillie. When space is limited and one pair ofsports_shoes hast 
do duty for many uses, this is the shoe to feafuge-~Correct wea 
walking, bicycling, it is light enough in both. ion 
wear all through the day. Sell white composition—e 
ghillies and spring heel oxfords as a brace of 
will take a woman smartly and comfortably f 

Then comes the golf shoe with a rubber, cd 
leather sole. The kiltie tongue and the moccasin teat 


trasting leather mark it as one of this Summer’s most successful nfedélg. 
There’s a trick to selling this type of shoe, too. re ae 


the tongue can be cut off if she prefers, either now or later. Thethancgs— 
are she will wear it all Summer just as it is, but she likes the idea ow | 
having two shoes in one! 

And last, but most decidedly not least, is the Cuban-iype tennis shoe. 
If we were asked to select this year’s most outstanding—«@htriputton —— 
to the sport mode, we would choose this shoe. This is its second season, 
but this year marks its great success. Many factories have given over 
practically their entire production to this model. It has been developed 
in all price ranges, from luxurious buckskin to the simpler canvas. 


Dorothy Wilson, Paramount star 
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HE men’s shoe business this year presents 
a real opportunity and we want to take 
advantage of it. Young men are more 

completely style conscious today than they have 
been in the last 20 years. They are more ready 
to accept new ideas. They want to be dressed 
well and want to be dressed differently. In- 
numerable new ideas presented this Spring have 
really sold.” 

The foregoing statement by George B. Hess, 
Jr., of Baltimore, sums up the situation, pre- 
cisely. Men are buying many new ideas. How 
they are buying white shoes! Never has there 
been so general an acceptance of any distinctive- 
ly Summer style as there is of the all-white shoe. 

College men are adopting the all-white shoe 
almost 100 per cent. Southern resorts report 
all-whites on nearly all feet. California is re- 
ordering right now and even in mile high Den- 
ver, all-white shoes are picked as the No. 1 
seller. At mid-April Westchester country club 
dances, half the men wore white shoes. — 

All stores are showing all-white bucks, but 
many are also getting extra sales by featuring 
the all-white goat and in some cases the all-white 
pig-grain. Some high-grade men’s shops are 
featuring and selling an all-white reverse calf 
scratch-proof golf shoe. 

In a very few of the real high-grade stores, 
a feeling is being experienced that the all-white 
shoe will reach its peak this year, and that it 
will be succeeded by the brown and white com- 
bination. 

The real sensation in men’s shoe selling is 
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The 1934 Season's Big 
Best Bet to Step 
Up Sales of 


Shoes for 


1934 


Robert Montgomery 


M-G-M Star 
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HARRY R. TERHUNE, 
Recorder Field 


unquestionably the elk-finish, cemented crepe- 
soled sport shoe. It is the most comfortable and 
practical shoe the trade has had to play with 
in years. It is a real extra pair proposition. 
The shoes will not hold their shape—and they 
are not meant to do so—consequently most every 
man and boy will need several pairs during 
the course of the Summer season. Thanks to 
the Cubans, the trade has an outstanding novelty. 

Several pattern changes are being shown on 
these crepe-soled shoes. For example, the red 
crepe soles, instead of the natural color; then 
the shoe made ventilated, in buck or goat. The 
latter idea combines all three of the present 
Summer vogues, crepe soles, ventilated effects 
and all-white. 

In sales value, the all-white wing-tip Custom 
last buck is way in the lead. This is true in all 
grades. What follows is mostly a matter of 
grades sold and locations. In the top grades, 
the plain toe, composition and leather soles 
comes next, followed by the brown and white 
combination. 

A slightly different line-up is experienced in 
the popular priced field, when it comes to nam- 
ing the third best seller. The black and white 
combination is still counted on as being a free 
seller, with the brown and white combination 
as fourth and the all-white straight tip as fifth. 

This all-white trend is certainly good for 
pairage, for, as George Geuting points out, the 
one real “high style” color in the American 
college is white. 
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Johnny Weissmuller, 
M-G-M Star 


HE not so strenuous hours of a Summer’s 


Dorothy Wilson day are the setting for these six shoes—all 


of them representative of types you have in 


stock. A little light gardening of a warm morning. 
. .. Shoving off in a canoe in the cool of the evening! 
The chief mission in life of shoes like this is to be 
decorative. And not in many Summers have they 
fulfilled that mission quite so well. For color is every- 
where. Novelty is everywhere. It’s a real temptation 
to women again to choose several Summer shoes, 
rather than one “go-with-everything” model. 

Our first “temptation” (shown top left) is a checked 
fabric shoe with a special sole, light as leather but 
made of a water-resistant composition. Because of 
the sole and because of the fabric, it’s the perfect shoe 
to wear in the morning before the dew has dried in 
the garden. 

Typically 1934 is the second shoe shown. Made 
of a fabric-like oilcloth, it has that high glazed finish 
that is getting smarter by the minute and can be 
cleaned with a damp cloth—inside and out. For shoes 
to be worn without stockings, this easy-to-clean feature 
is an important selling point. 

The third model, in a fabric made of paper strips 
suggesting Toyo straw, is a novelty shoe that should 
have special appeal to the older woman. Most of 
the important fabrics used in shoes—straw cloth, 
linen, ribbed materials, striped materials, etc., have 
also been styled in handbags. Don’t overlook the 
possibility of selling sports bags in Sportshoe Week. 
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T the top of the right-hand page in our 

fourth shoe, the pump, porthole perfora- 

tions come on deck. Huge holes like 
these get the spotlight as the season’s new contribution 
to ventilated shoes. The porthole idea fits in, too, with 
the nautical fashions that are so important in Summer 
clothes. The combination of red, white and blue is 
very strong. Sports outfits are actually styled in the 
manner of sailor suits——with square collars, skirt lac- 
ings, embroidered insignia and everything. You could 
show a display of Sailor Fashions in shoes for Sport- 
shoe Week, including shoes in the flag colors and ac- 
centing porthole perforations. 

Our fifth shoe stands for all the “gone native” sandals 
that will brighten the sports scene. This shoe has a 
South American background. It is made of cotton tape 
with patent leather, in the brightest possible combina- 
tions. The design of the vamp is a happy one because 
while it gives an open effect, it can’t bind the toes. 
Many stores are finding, as they begin to sell open-toe 
sandals, that the re-order numbers are the ones that 
can be fitted easily, and the styles that do not make 
the toes too conspicuous. 

The sixth shoe, the T-strap sandal, is the “Gringo” — 
a Patent-Applied for shoe which has been widely ex- 
ploited by a Fifth Avenue store. The story of that 
promotion may have a suggestion for you in your own 
promotions. This shop took this one model, a shoe 
with special fashion features and fitting qualities, and 
is playing it across the board. It is shown in street 
colors, in white, in bright, high colors and in bon-bon 
pastels—the whole range of this colorful season’s color- 
ful shoes. They have also given it a Mexican background 
—the season’s outstanding fashion influence. 


Evans, 
1-G-M Star, 
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punchings. 


Johnny Weissmuller, M-G-M stars. 


| } Photos, Clark Gable, Otto Kruger, 


HELP MEN 


Ventilation Has Arrived 
in All Grades This Year 


R the first time in recorded shoe history 

a men’s shoe style has started in the 
popular-priced field and forced its way 
through sheer merit to the top grades. Mer- 
chants who turned up their noses at ventilated 
shoes previously are buying them this year. 
Ventilated shoes will be sold this year in 
volume in all grades, in all types and in 
many patterns. The man who wants absolute 
comfort during the real hot weather will buy 
his ventilated shoes with as many holes as 
he can find. The more conservative man will 
stick to the shoes that are perforated in the 


Many of these shoes will have full kid 
linings which, in turn, will be punched full 


Next to white shoes, ventilated 
types offer the most promising op- 


_ portunity for profitable promotion 


of men’s shoes this Summer. Strik- 
ing ads, attractive windows, in- 
terior displays and suggestive sell- 
ing at the fitting stool will sell 
thousands of pairs of ventilated 
footwear to men who are eager to 
respond to the new idea of more 
comforable apparel in hot weather. 
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THEIR FEET 


Franchot Tone, 
M-G-M_ star 


of holes for warm weather comfort. Nearly all the typical Summer shoes are detailed 
with flexible counters and boxes for those who wish to forget their feet. 

Among the new ideas that are finding a ready market are those outing shoes which 
have sail cloth uppers. These come with leather, crepe and non-slipping composition 
soles. The cloth comes in two shades, white and natural. They are made plain toes, 
cap toes, trimmed with ecru or brown calf or goat. Sail cloth is used in golf shoes, 
too, it being porous, yet waterproof. 

Several tricky patterns and combinations are shown on these two pages. Read- 
ing from the lower left corner to the upper right are: A streamline spiked sole 
golf moccasin of white and black elk-finish leather. This same combination of color 
is worked out in reversed calf in some of the smarter shops. The brown and white 
combination is good also. 

A medium full toe, designed to give plenty of style and comfort, is the black and 
white smooth calf oxford. The ventilated features, the holes going completely through 
the perforations, make this a free seller. 

Light, flexible, and airy is this plug oxford, the next model. Made both unlined 
and with a full kid lining, the latter being perforated in keeping with the vamps. 
A novel treatment of the eyelet facing snaps up this black and white street model. 

[TURN TO PAGE 62, PLEASE] 
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in freedom. Easy lines to give the body full play. 
Bigger and better exposure to the sun and air. 
Color, bright color, is this year’s contribution to play 
clothes. The young generation has caught the spirit of 
primitive, “hot country” colors that make grown-up 
clothes so gay. Pastels are still with us but the newer 
note is fire-cracker red, deep sea blue and greenest 
grass green! The little girl who used to wear pink now 
steps out in red checked play-togs, while her brother 
goes in for bright colored shorts and giddily striped 
sweaters. 
Think of this brighter color picture when you are 
planning Sports Shoe Week displays for your children’s 


Introduce plenty of color into your windows. 


F ie season children’s clothes go a step further 


shoes. 


Show gayly colored socks with your white shoes. If 
you have any colored shoes in stock (A Fifth Avenue 
store is doing well with red, green and blue leather 
shoes for children), play up these high colors. Brighten 
up the appearance of your department. It’s the quickest 
way to register the spirit of this new season. 

Another important influence in children’s Summer 
clothes is the Sailor style. Here again you have a 
reflection of grown-up fashions, particularly for girls. 
Middy blouses with their sailor collars are back again. 
Nautical details, like bars and anchors are used. And 
of course the color combination of red, white and navy 
blue is featured. We mention it here because it sug- 
gests window and counter display possibilities for 
Sports Shoe Week. 
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Summer Shoes for Active Feet! 


This is the time when rubber footwear gets its best 
innings. These informal shoes are beautifully styled 
and constructed this year. They have plenty to con- 
tribute to Sports Shoe showings. 

Every child needs two pairs of barefoot sandals this 
Summer . . . and one of them will be rubber-soled. The 
little cued shoe (shown center in the left hand 
column of illustrations) is typically new, to be worn 
by smaller boys or all ages of girls. The Cuban type 
of tennis oxford, with its extension rubber sole, so 
strong in men’s and women’s shoes, also promises well 
in children’s footwear. Since it has plenty of firmness 
and still gives the utmost freedom to the foot, it is an 
ideal, day-long play shoe. 

The news for growing girls is the open-toe sandal for 
spectator wear. The girl of twelve years and up will 
follow her mother and older sister in this 1934 fashion. 
Two years ago we would have thought open shoes like 
this very questionable taste for a young girl. Last 
season it was tried out. This season it is being accepted. 


DESCRIPTIONS 
OF SHOES 


(Left to right)—Girls' shoes. The 
barefoot sandal in elkskin with new 
details in perforation. Rubber-soled 
saddle oxford. Gingham checked, 
crepe-soled sandal. Cork-soled beach 
shoe. Thong lacing a smart detail in 
growing girls’ perforated shoes. 
(Left to right)—Boys' shoes. Stitch- 
ing and different perforations vary the 
classic barefoot sandal. Brown lac- 
ings on white or tan elkskin play 
shoe. This is the Cuban type of 
tubber soled shoe in a perforated 
cotton fabric with a suede finish. 
A moccasin design for older boys. 
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Anklets from Westminster. Stripes are 
strong and the new bouclé texture goes 
well with knitted sports clothes. 


stockings. They were big last year. They will be better 

yet this Summer. Now that German importation of this 
sports hosiery has been so widely curtailed buyers are looking 
for new sources of supply. American makers are doing their part 
and from Italy to England, Europe is sending us new ideas in 
sports socks. Color runs riot in anklets. Pastels and high shades; 
and particularly the high shades. In plain colors and stripes. In 
lisles, silks, and soft angora woolens—all adding gayety to your 
hosiery displays. 

For full-length sports stockings, meshes will be worn again. 
Both in pure silks and in silks combined with synthetic fibres, 
which give a dull and flattering texture. A new sports stocking 
has a crepey texture, especially designed to go with knitted 
sports clothes. A similar, “bouclé” weave is also new in anklets. 
Sandal foot stockings will be promoted for spectator sports shoes, 
when not meant for tov active use. The mesh foot sandal stocking 
illustrated on this page is the first sandal foot hosiery designed 
for practical country wear. Pointed heels (both single and double 
points) fit into Sports Shoe Week showings, where novelties are 
always at their best. And finally the stocking with a flexible welt, 
which gives with every move, is a most useful stocking to promote. 


A NKLETS and more anklets are the chief news in sports 


Left, anklets from Rubens and Meyer. 

Soft angora wool socks in bright colors 

and the new “hound’s tooth” checks in 
lisle. 
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SPORTS HOSIERY 


It Plays Its Part in 
Sport Shoe Week 


Above, Van Raalte’s ‘“Sandal-Ace” has 
mesh inserts in the foot to make sole re- 
inforcements decorative. The photograph 
shows the effect on the foot. The sketch 
below shows detail of the stocking. 
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Nunn-Bush 
fashioned Oxfords 


The reputation enjoyed by Nunn-Bush shoes is a re- 


markable one. It has been tirelessly forged in the 
fires of unstinted QUALITY and all the energy, ex- 
perience and resources of the entire Nunn-Bush 


organization are pledged to keep those fires alive. | 
JTHAM LAST 
yle No, 311 


tural age ally well. Fit him with Nunn-Bush shoes and you 


tock~AA to D- will earn his respect, his confidence, and his loyalty. 


We serve you best by serving your customer unusu- 
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VW YORK MILWAUKEE ~ SAN FRANCISCO 
Complete Stocks — All Three Locations 
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OU call them salesmen, but they lack the spark of selling! 
They're dead on their feet, indifferent, listless—unable to 


suggest tactfully—unable to sell convincingly! They're PARROTS 
—money losers, not money makers! 


Sales vitality, selling power .. . that's what they need! That's 
what Willmark builds into your salesforce. Willmark gives you 
accurate, unbiased reports on selling activities in your store, dis- 
closes weaknesses, enables you to correct them. 


By constantly TEACHING, TESTING, CORRECTING, Willmark 
"energizes, invigorates, and develops your salesmen—makes REAL 
PRODUCERS out of your parrots! [KINDLY explain fully how Will- 


mark will test our salesmen 


WILLMARK SERVICE SYSTEM, INC. | 274 build them up in effective 


Builders of Personnel 


250 West 57th Street Ad New York City 


Available in Every City in.the United States 


When writing advertisers please mention Boot and Shoe Recorder 
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The Shoe Fitter 


HE.comments on our editorial, “The Menace of 

the Minimums,” show that there was some alarm 

as to the possibility of rating the shoe fitter down 
to the status of being an ordinary clerk who hands 
out packaged goods and serves a robot function at 
retail. But along came one letter indicating that there 
was a dearth of competent help available for shoe 
stores. This merchant said: 

“Tt is hard to get proficient and professional help. 
There have been a lot of people out of work for years 
and I am afraid many trained men have left the shoe 
business. When we advertised for men two or three 
years ago, we feared the mob that crashed our doors. 
Today we cannot get job seekers who are competent 
at their craft. We have men getting $50 and more 
per week on the floor and they are worth every bit of 
it to us. There is going to be a genuine scarcity of 
shoe store salesmen when business picks up. The only 
solution is the old one of training men from the ground 
up. Our shoes have to be fitted, not merely merchan- 
dised. The problem must be faced now while there 
is time.” 

We hope that the latter comment is the inward ex- 
pression of many a merchant who sees that his future 
depends upon the type and character of the salesmen 
he has in his store contacting the public. 

Codes are all right as media for business recovery 
but that limitation of hours and measurement of wages 
on an hour basis has its faults. The work of the man 
on the floor, in a professional sale of a pair of shoes, 
is not to be measured by the same measuring stick as 
the work of a man at a machine in a shoe factory. 

Believe it or not, a so-called expert in personnel 
administration paid a newspaper man a visit and ex- 
pounded his work as follows: 

“You are now working a 35-hour week and in the 
total year that represents 1700 hours of work. Divide 
that into the pay that you are getting and you will 
see that on an hour basis, you are as well recompensed 
as the doctor, the lawyer and the professional man in 
any line. This is a new day and a new deal and if we 
measure labor on the hour basis, we’ve got to do the 
same thing with you.” 

The rising wrath of the newspaper man, while listen- 


as a Capitalist 


ing to this scientist of the new robotism, finally broke 
out and he said: “I am in business for myself and I 
have capitalized myself at $200,000. Good business 
should clear 10 per cent on its capital prior to the 
deductions. It is true that I am not making $20,000 
in cash. Far from it. The modest sum that I take out 
is my cash profit for the year’s work. Out of it I must 
keep myself and family and must constantly maintain 
my efficiency through study and mental and physical 
development. 

“The preferred stock that I hold in myself as a com: 
pany is not paying any cash dividends at the moment. 
It is my preference to work in this line and live an 
interesting life and I am compensated in my contacts 
and the part that I play in national life. I am getting 
rare dividends in appreciation and in future possi- 
bilities. 


Y third issue of stock is common, at present not 

paying any dividends because the craft of news- 
paper men to which I belong is a trade that must be 
learned following a long apprenticeship to prove ca- 
pacity. I belong to the common caste of newspaper men 
and as such take my recompense in the fellowship of 
that trade. 

“In the last analysis I am getting a return in money 
as well as in satisfactions on the capital that I have 
invested in myself. For the moment I am not satisfied 
with its cash return but that will correct itself. It may 
be true that I can step into some other field and get 
all the dividends in cash. Perhaps I wouldn’t like its 
duties, obligations, responsibilities and absence of 
those things that I think are worth-while in a well- 
rounded life. 

“So get the hell out of here and carry your price 
per hour theory back to the mechanical field where 
the man and machine work together; and as for hours, 
desk hours are not all that I have put into this work 
for practically every hour awake has its mental toil 
and responsibility to the work in hand.” 

Now, by the same token, when retailing becomes 
more professional, the man who knows his work and 
continues to study and continues to learn will be worth 

[TURN TO PAGE 58, PLEASE] 


GRANTLAND RICE 
Editor of The American Golfer 


RANTLAND RICE, editor of The American 
Golfer, says: 

“Few golfers, proportionally, among the 
millions who play, realize the important part the shoe 
plays in golf. 

“They fail to realize two important facts connected 
with the footwear they may select: 

“1. In playing a round of golf, the average player 
walks something like five miles. He walks these five 
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Every Golfer 
Least 


miles over rugged terrain, up and down hill, through 
rough and sand as well as along the smoother and 
greener road of the fairway. If he or she plays 36 
holes, the jaunt is at least a ten mile hike under the 
same conditions. 

“2. Almost every type of shot, except the putt, calls 
for a certain amount of foot action. The feet, both left 
and right, must work smoothly with the action of the 
body. And this means foot pressure from heel to toe. 
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Needs 
Two Pairs 


“If you consider only these two factors, it is easy 
enough to see how necessary it is to have the right type 
of footwear—the proper fit, the proper feel and the 
proper foot protection. 

“The shoe can play a leading role in regard to both 
comfort and better golf. It.is a factor in the game that 
is worth much more time and attention than most 
golfers give to the problem, that, correctly solved, can 
add immensely to a season’s play.” 


ECAUSE The American Golfer is concerned en- 
B tirely with the game of golf and because only 
golfers (over forty thousand of them) read it, we askéd 
the editors to give us their ideas on the types of golf 
footwear for the game. We believe that their selections, 
purely from a golfing angle, present a number of visual 
selling points that you can use in selling more golf 
footwear. 

Sell your customer two pairs of golf shoes with the 
idea that a change of shoes between rounds through 
increased foot comfort takes strokes off their game. 
When you sell him golf shoes suggest for his game’s 
sake that he hand his shoes to the locker boy, when he 
finishes his day, for the care they deserve. 

We questioned The American Golfer’s editors on the 
possibilities of stimulating golf shoe demand—espe- 


Good Shoes 


cially the encouragement of the one-pair player to im- 
prove his game with “a two pair” advantage; and their 
reply was unanimous. 

“To suit different playing conditions and that he may 
change over to dry, unstretched shoes between rounds, 
EVERY GOLFER NEEDS AT LEAST TWO PAIRS 
OF GOOD SHOES. Properly fitting, comfortable shoes 
are an important part of the golfer’s equipment. Many 
golfets are wearing shoes four, five or six years old— 
which look it. There is an appeal to the golfer’s pride 
as well as to his realization of the importance of shoes 
to his game.” 

We asked the editors specifically: “Why does every 
golfer need two pairs of golf shoes?” Their answers 
follow: 

a. “Because golf shoes are subject to soakings from 
dew, swampy patches in the rough, or occasional 
showers, and the constant soaking from perspiration. 

b. “Because of the continued ‘beating’ from each 
shot that is played (excepting only the putts). Most 
violent of all shots, of course, is a long drive in which 
the whole weight of the body is thrown against the 
left side. This smooth but forceful shift of the body 
brings the entire weight against the outer side of the 
left shoe and at the same time the right shoe is bent 


Typical new golf 
shoes as selected by 
the editors of Ameri- 
can Golfer—makers’ 
names on request. 
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sharply at the instep. The shoes (and feet) are anchored 
in one position and consequently the shoes must grip 
the ground securely enough to provide the correct body 
motion. 

c. “Because the average golfer heaps insult upon in- 
jury in the way he fails to care for his shoes. Usually 
the shoes are thrown into the locker just as they come 
off the feet: wet, dusty and scuffed, with pieces of turf 
and grass, and perhaps mud caked to their soles. Shoe 
trees seem to be unknown in most golf clubs’ lockers.” 

To the merchant who aims to develop a steady con- 
sistent volume of golf shoe business, no better advice 
could be given than that he maintain a close contact 
with the various clubs in his locality, learn the prefer- 
ences of the local ‘golfers and endeavor to stock the 


kinds of shoes they like to wear. Many a shoe merchant 
has built a golf shoe business in this manner and one 
retailer we know arranges with the pros at the various 
clubs to show samples of his shoes. 
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Some interesting ar- 
rangements, 
them good, of how 
spikes should be 
placed in the soles. 


With the greatest 
golf year since 1929 
assured, the sale of 
the proper golf shoes 
will be tremendous. 
Makers’ names on re- 
quest. 


Every day is “Golf Shoe Day” to the 
-_ which has a complete line of golf 
shoes. 


Men buy golf shoes the year round. They 
are in the market for more than one pair, 
too. Right now, there is the all white, the 
brown and white and the black and white, 
for immediate selling. 


Sell typical summer golf footwear—a 
real extra pair proposition. 


1934 
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1934 


No. 1720, White Elk Venti- 

lated Oxford, pictured above, 

or No. 1820, same shoe in 

Brown Elk. Sizes B 7 to 11; 

C 6 to 11; D 5% to 11. 
e $2.65. 


BECAUSE 
THEY ARE 


by CURTIS 


ARE THE LARGEST VOLUME SELLERS 
IN THE CREPE SOLE SPORT SHOE FIELD 


Quick to recognize their superiority, buyers from 
Coast to Coast by the hundreds have been placing 
their orders by mail and telegraph for Habafia Welt 
Sport Shoes. 

They appreciate the combination of smart style and 
sound construction. The fact that Habafia Welts are 
Genuine Welts and the Strongest Crepe Sole Construc- 
tion Ever Made, has won for them universal approval. 


In addition, the flexible curried leather innersole, 
with sheet cork insulating filler from toe to heel, the 
one piece seamless leather quarter linings, and the 


attractive design, make Habaiia Welts the selling sensa- 
tion of 1934. 


Place your order now for these fast-selling popular 
sport shoes. 


IN STOCK—IMMEDIATE DELIVERY 
Price $2.65 F.O.B. Marlboro, Mass., 
less 2%, 30 days, 31 days Net. 


Prices bj to vith notice. 
Samples or panera folder sent on request. 


FOUR SMART STYLES 


CURTIS SHOE CO. 


INCORPORATED 


‘MARLBORO, MASS. 


No. 1716, White Elk Plain Toe Bluch- 
er Oxford, pictured at right, or No. 
1816, same shoe in Brown Elk. Sizes 
B7to 11; D 5% to 11. 
Price $2. 


When writing advertisers please mention Boot and Shoe Recorder 
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EVERY SHOEMAN 
EVERY SPORTSMAN 
EVERY PARENT 


will want shoes of 
ELKO & SOOTAN 
with that new 


finish 


Have you seen it? 


S-34 FINISH 
is a real advance in the tan- 
ning of leathers for sport 
and juvenile shoes. S-34 


makes original good looks 
permanent. 5.54 is eco- 
nomical. S-34 comes 
through the factory clean 
and unblemished — needs 
little or no dressing — no 
fillers. 


S-34 is available only on 


NORTHWESTERN 
ELKO and SOOTAN 


—leathers long noted for wisi 

around suitability 

sports and juvenile 


NORTHWESTERN 
LEATHER COMPANY TRUST BOSTON| 


When writing advertisers please mention Boot and Shoe Recorder 
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No. 2027 No. 2026 


A New White 


TO HAVE A PROFITABLE AND POPULAR MEN'S DEPARTMENT, Another New All 
- TODAY'S RETAILER MUST MERCHANDISE 


Proven Popular- 


agp IDEAS AS WELL AS SHOES ity. 


In-Stock In-Stock 
HAVE OUR SALESMAN CALL AS HE HAS BOTH 
52 SELLING STYLES IN STOCK 250 STYLES INCLUDING 20 
SEND FOR NEW CATALOG COMPO SHOES IN OUR MAKE-UP LINE 


ie 


Ni 
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your childrens 


ine leather insoles keep you 
These genuine They were thought up, devel- 


“4 omn 


RACER 
“STANDON™ N. Duck 
Perforating Cleated Boles. 
Men's Sizes 6%- 
Boys’ 24-6: Youths’ 11-2 


? 
Nothing Takes the Place of GOOD Leather - for Insoles 


This Advertisement appears MAY 20th 


These two STANDON advertisements will 
be read by over 5% million families. Tie 
your store into this sales-compelling cam- 
paign. Increase your tennis shoe volume. 


NEW YORK 
ENDICOTT 
ST. Louts 


40 
r 
40 ( 
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= 0 Pa (a 4, 
“Go right shead and romp just as hard and long 
. ) as you like. Mother isn’t worrying any more about rig] 
5 “GEO . your coming back to bring horrid shoe odors and 
- TER i a perspiring feet into her nice clean house; and she 
fx — knows your feet won't burn. You know why? Be- the 
Dal = cause Mother has just bought you new sneakers 
CAN'T B Na ti 
< aN DUPLICAT ver) oF oped and patented by Endicott-Johnson Corp., one enn 
of the world’s largest tanners of leather and makers 
: i re a of shoes. Your sneakers will be cooler, wear longer, b 
hold their shape better, and fit your foot more 
& easily You know these STANDON insoles can't 
: ¥ SS shift or curl up or get lumpy because they are lin 
BIG CHIEF Heavy Army Duck stitebed imto position by 2 patented construction e 
DONT bet ye Double U Uppers. Extra Heavy no one can duplicate. 
out of date. Insc Thar’ Molded Soles with Contrasting Under- with 
stamped on the insole. Here's the with STA N STITCHED 
conceived. developed and Perfect 1934 construction than the old-fashioned, out-of-date you've 
Corp.. one of the world’s No 1,733,872 been wearing. Aren’t they good-looking? Aad they'll 
tt oa and 2. “STANDON- : k stand the toughest wear you can give them. Tell 
reduces sweating INE about that name—STANDON.” 
burning feet. STANDON snd prevents SOLE your pals Every; 
insoles * > 
construction impossible to mon: 
equipped with STANDON insoles - al! 
youngster i stand the toughest wear 
Mode in Amerie Inso] 
N D'O 
shq 
This Adverti Sh 
his Advertisement appears MAY 6th pe 
fits 
B F 


BOOT AND SHOE RECORDER, April 28, 1934 


TI E IN — CASH IN..on thts Sales-Compelling 
Campaign Reaching over 5¥ Million Families 


CASH IN on large volume profits and sure- 
fire consumer appeal by tying your store 
right into this hard-hitting advertising in 
the magazine sections of leading Sunday 
newspapers. Get a bigger share of the 
tennis shoe business of your neighborhood 
by stocking the sensational STANDON 
line with its unbeatable features, instant 


eye appeal, and tophole Quality ... 


Everywhere throughout the nation, millions 
upon millions will read these ads and no 
longer be satisfied with ordinary, old- 
fashioned tennis shoes with rubberized 
insoles. They will be looking for and de- 


manding STANDON by name. Its genuine 
leather insole and wonderful styling ring 


. the bell with the public. STANDON— 


the only shoe of its kind that reduces sweat- 
ing and smelling and prevents burning 
feet. Genuine leather VENTILATED in- 
soles that just can’t curl up, shift, or get 
lumpy because they’re stitched into posi- 
tion by a patented construction impossible 
STANDON equipped 


tennis shoes are more comfortable, hold 


to duplicate. 


shape better, remain cooler, mold readily 
to form of the foot, AND they cost 
no more than ordinary out-of-date types. 


Nothing Takes the Place of GOOD Leather for Insoles 


STOCK these STANDON tennis 
shoes. Trim your windows with ‘em. 
Show them prominently on counters 
insideyourstore. CASH IN on realpro- 
fits for 1934. Send for window display. 


GL 


BETTER SHOES 
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America Playing Again 


SPORT SHOE WEEK NEWS 


SEE THE NEW SPORT SHOES 
AT YOUR FAVORITE STORE 
DURING SPORTSHOE WEEK 


SPECIAL DISPLAYS AWAIT 
YOU MAY 22nd to 2) tn 


LEADING SHOE MERCHANTS 
PARTICIPATE IN SPLENDID SHOWING 


‘TOBE HELD (DAYS AND DATES) 
AT (NAME OF THEATRE) 


Smart Styles for Summer 
for Men, Women, Children 


These Good Stores 
are participating 


(give list) 


Ss Ss 


OOPERATIVE effort aids tremendously in put- 
ting across a big national event like Sport Shoe 
Week. There’s a psychological effect in team- 
work that cannot be had when stores “go it alone.” 

Reports from communities that held cooperative pro- 
motions for Foot Health Week prove what can be ac- 
complished—and also how fine it is to work together 
in a common cause. Sport Shoe Week is a natural! 

Even in hard years interest in sport shoes has been 
constantly increasing. Now reports from many sources 
show that people are paying to play. One New York 
sporting goods store reports 55 per cent increase in golf 
and golf accessories in the first quarter. Winter resorts 
had the best season in years. 

NRA gives more time for play. The style trend is 
definitely to sports wear for Summer. Get together, and 
make Sport Shoe Week a big event in your community. 

The layout shown gives a suggestion for the first page 
of a four-page sport shoe supplement in your news- 
paper. If a smaller section is necessary, use four tab- 
loid pages. The headings given suggest the text for 
this page. (In a previous issue we gave a single-page 
jayout for a cooperative showing of sport shoe styles 
by various stores. ) 

Your newspaper will help to write up the stories for 
the page; we suggest other stories and pictures of local 
country clubs and local sports leaders. Also pictures 


Keen Promotions Will Assure a 


Successful Sport Shoe Week—Create 
Local Interest and Enthusiasm 


Through Cooperative Publicity 


By R. E. ANDRUSS 


of sport shoes being worn by fashionable people. In- 
tersperse these with the ads from participating stores. 


Arrange for a Style Show 


A style show will sell sport shoes. A cooperative 
event held in a local theatre will attract numbers of 
people. Let them get tickets from their regular shoe 
stores. An appropriate play by the local theatre guild, 
with a small admission charge, funds to go to local re- 
lief work, would be an interesting combination with the 
style show. 

Red and blue, in combination with a white back- 
ground, would be timely and effective as a color com- 
bination for Sport Shoe Week displays. To key up dis- 
play men, an award could be given for the best display. 

A parade of Scouts, local sports clubs, and floats and 
decorated cars entered by various stores would com- 
mand attention. In fact, participation by all stores in 
a sports parade would be a good thing. In any event, 
ask clothing and apparel stores to display and advertise 
sportswear strongly at this time. It’s natural that they 
should. 

Play up the slogan, “Enjoy This Summer More—In 
Sport Shoes.” The slogan, with “Sport Shoe Week, 
May 22-29,” will make good signs for general display. 
Last year’s slogan is still good, also: “Make the Cheer- 
ful Change to Sport Shoes.” 

An invitation to “Visit your favorite shoe store to 
see the new sport shoes during Sport Shoe Week, May 
22-29” can be sent out to a big general list with good 
effect. 

Get together and get going. Sport Shoe Week, 1934, 
will be a big success if you put keen promotion back 
of it! 
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SPIRIT OF SPORT REVIVES ‘ 
SPORTS WILL PUT COUNTRY BACK 
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OF N.R.A. MORE TIME FOR PLAY. Cut FP 
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Colored Calf—that’s what fashion is demanding for Autumn wear! 
And in no other calf will these colors approach such a degree of perfection 
as in Tandrite Calf, a masterpiece of tanning and finishing. This Fall 
the discriminating woman will be captivated by shoes of Tandrite in 
the fascinating new shades. All the essential qualities —fine grain, 
pliable body, high lustre and exquisite finish —needed to produce a 
super-calfskin, are found to the highest perfection in Tandrite Calf. 


Accept no substitute for the incomparable Tandrite Calf! 


E. HUBSCHMAN & SONS, INC., PHILA. 


TANNERS OF FINE CALF LEATHERS 


Calf 


| | 


A striking and well balanced display 
featuring white buck shoes by Young’s, 
Los Angeles. Goatskin, calf and other 
leathers can be played up with equal 
effectiveness in similar displays. 
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Sport Shoes Windows 


Plan a Consistent ‘Summer Campaign of 
Window Publicity to Start Sport Shoe Week 


PORT Shoe Week, May 22-29, 
offers the shoe merchant his 
next big opportunity for 

profitable promotion. All indica- 
tions point to a record sport shoe 
season in the Summer of 1934. 
Sport shoes have witnessed a steady 
increase in popular acceptance for 
several years past, and with the 
upswing in retail trade that has 
been in evidence since the begin- 
ning of the year, it is reasonable to 
expect that this year’s sales records 
of sports apparel and footwear will 
surpass the performances of pre- 
vious seasons. 

From a style angle, the sport 
shoe business has had an interesting 
development. At the beginning, 
sport shoes were not fashion shoes 
at all, in the accepted meaning of 
the term. They were designed 
strictly for utility, and included 
such specialized types as golf shoes, 


tennis and baseball shoes, hunting 
and riding boots, etc. Their volume 
was limited largely to that class of 
customers who were actual partici- 
pants in these forms of outdoor 
recreation. Notwithstanding the 
steady increase in popularity of 
these various sports, the limitation 
was quite definite. 

But as time went on, and America 
became increasingly sports con- 
scious, it was natural that many 
people who rarely or never played 
golf, for example, were neverthe- 
less enough interested in it to want 
to wear the sort of clothes that 
golfers wore. There was a per- 
ceptible trend toward the adoption 


recreation that dei 
parel, but for genej 
door wear. Wo 


; informal out- 
took to sports 


dresses, sweaters, sport hats, etc., 


? 


and men to knickers and slacks. 
This trend soon began to influence 
Summer shoe styles. We witnessed 
the birth of what we have come to 
known as spectator sport types of 
shoes. 

That was an extremely important 
development from the business 
angle, for it broadened the sales 
possibilities of sports footwear to 
an immeasurable degree. Sport 
shoe sales were no longer confined 
to golfers and those who indulged 
in active outdoor games and 
pastimes; the new types of specta- 
tor sports footwear had a distinct 
appeal to everybody. For the past 
several Summers the sport shoe: 
business has probably contributed 
more than any other single factor 
toward keeping up the volume of 
men’s shoe business in the Summer 
months, and it has accounted for 


sales of millions of extra pairs of 
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women’s shoes. Recently it has 
become a very vital and important 
part of the children’s shoe business. 

The Recorper has steadily en- 
couraged the promotion of sport 
shoe interest, realizing that here was 
a sound and logical style develop- 
ment that could be made to con- 
tribute handsomely to the sales and 
profits of retail shoe stores. It is 
a development that lends itself 
especially well to active promotion 
through window displays, news- 
paper advertising, direct mail pub- 
licity, interior displays and sugges- 
tive selling at the fitting stool. The 
number of customers who will buy 
sport shoes in Summer can be in- 
creased indefinitely to the extent 
that merchants bring this class of 
footwear to the attention of their 
public in ways that are calculated 
to arouse interest and attract atten- 
tion. 

Practically everyone goes places 
and does things in Summer that 
call for sport types of footwear as 
a proper complement to the out- 
door costume. And yet, notwith- 
standing the steady growth in sales 
of sport shoes during the past two 
or three Summers, there are still 
many, many people who do not 
wear sport shoes, have never bought 
them and will need some encourage- 
ment on the part of the store or its 
salesmen before they can be per- 
suaded to change their buying 
habits. 

The ReEcorDER sponsored Sport 
Shoe Week a year ago with the 
definite purpose of giving a new 
impetus to the most important Sum- 
mer style development the industry 
has witnessed in a generation. It 


A smart display ar- 
rangement of men’s 
white shoes and com- 
binations. 


A suggested window back- 
ground for Sport Shoe Week, 
or any window featuring sport 
footwear. It can be reproduced 
in colors by a poster artist or 
blown up by photography and 
then colored. If used in a wide 
window, the rainbow effect can 
be carried through to complete 
the semicircle and a sales mes- 
sage centered in the white 
space. 


was felt important that sport shoes 
should be dramatized at some par- 
ticular time of the season so as to 
impress the community with a con- 
sciousness of the style significance 
of this class of Summer shoes. The 
plan and idea of Sport Shoe Week 
won favor immediately, and thou- 
sands of shoe stores joined in the 
movement. It gave an impetus to 
sport shoe sales at the very begin- 
ning of the Summer and outdoor 
season. It sold thousands of pairs 
of shoes in Sport Shoe Week and 
aroused an interest that undoubt- 


- edly resulted in sales of an _ in- 


calculable number of pairs later on. 

Retailers everywhere were eager 
to have Sport Shoe Week promoted 
again this year, and accordingly, 
the Recorper has developed plans, 
designed a poster for window dis- 
play and other use, outlined sug- 
gestions for advertising, window 
displays and general promotion. 
Some of this material has already 
been published; more is scheduled 
to appear in forthcoming issues. 
Sport Shoe Week has been timed 


for the beginning of the Summer 
season of outdoor sports and activi- 
ties in the northern sections of the 
country and comes at a time when 
sport shoe interest is still at its 
height farther South. It will be 
observed the week before Decora- 
tion Day, the day that marks the 
opening of Summer at many vaca- 
tion resorts and country clubs. It 
coincides with the beginning of the 
straw hat season and the time when 
most people begin to show an active 
interest in strictly Summer apparel, 
as distinguished from that intended 

for the earlier months of Spring. 
To make the most of Sport Shoe 
Week and give the Summer sport 
shoe business a good send-off, mer- 
chants should plan to cooperate 
whole-heartedly with special win 
dow displays, newspaper advertis- 
ing and general publicity. We pre- 
sent herewith a suggested back- 
ground that conveys the idea of 
outdoor sports in striking fashion. 
This background can be reproduced 
in colors by any good poster artist 
[TURN TO PAGE 56, PLEASE] 
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Leading 


Buster ...a Hero to millions of young- 

sters ...has become a Hero to thousands 

of shoe retailers because he’s helping to 
Boost Sales to New Highs 


Buster BROWN, the likable tow-headed 
youngster who has a talent for getting into trouble— 
and out of it—is starring in a dual role. 


He has joined hands with those old favorites— 
Popeye, Skippy, Barney Google and other members 
of celebrated pen-and-ink families —to play his 
pranks while 46,000,000 amused readers look on in 
the funny paper sections of Sunday newspapers. 


BUSTER BROWN always finds it a 
good policy to make a 


RESOLUTION 


Shoe retailers who don’t carry the Bus- 
ter Brown and Brownbilt line will find 
it wise to make this resolution: 


{ Gorty! | FEEL RESOLVED // 
‘| LIKE ACELEBRITY |=I'M GOING TO LAY MY 
-You SHOULD SEE) “PLANS NOW TO SHARE 
MY FAN MAIL iN tte POWER FUL 
“ADVERTISING CAMPAIGN 
aTHAT'S UNDER WAY 


ON BUSTER BROWN 


But he’s doing far 
more than entertain. 
He’s selling Buster 
Brown Shoes and 
Brown Shoes! Car- 
loads of them. 


Reports from retail- 
ers the country over tell 
enthusiastically of the 
scores of customers who 
have trooped into their 
stores to obtain the nec- 
essary shoe-box labels to 
send in for FREE magic 
presents. Every label 
represents a sold pair of 
shoes. 


When writing advertisers please mention Boot and Shoe Recorder 
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Brown 
Shoe Salesman 


100 Valuable Prizes” 
“FREE! 


Join ‘the Brown!!! Club 


Ask any store that sells Buster Brown or Brownbilt 
shoes if they have 4 Brownbur Club. If they have, you 
can join and earn wagons, scooters, wrist watches ~ 
and other valuable prizes PREE! Send for PREE illus: - 
trated booklet showing over too prizes you can earn. 
‘Sumply write the wards “free booklet” and your name 


Club, 1657-85 Washington Ave.,.S¢. Louis, Mo 


MOTHERS! 


Your doctor will tell you that good feet are 
essential for your child's health and appear- 
ance now—and later in life. That's why . 


cles, help teet to grow strong and bones to 
: develop properly. 


= ; - Buster Brown Shoes are smartly styled for 
RESoLVED : dress and play. Made with the very finest 
i manship, Buster Brown 


Brownbilt Shoes for Men—fer Women 


Styled — Un Perfect Freeing Lasts ot Attractwwe Prices. 


HOW TO GET THESE 


PRESENTS FREE ! 


Just send ONE shoe box label thae 
46,000,000 
| fe F (ee when they see you. real surprise FUNNY PRESENTS immed 


will see this next Brown Shoe 
HE BROWN SHOE CO. is stimulating sales for its retail 


outlets with the most extensive and unique advertising cam- Co. advertisement, May 6, 


paign in the history of the shoe industry. in the four-color Sunday 


Newspapers in the Following Cities Will Carry the Third Comic Sections 
Buster Brown Advertisement: 


Albany ... Times Union Detroit .... Times 

Atlanta... American Duiuth .... News Tribune Nashville . 

Baltimore American Evansville . Courier & Journal New Orleans.. Times Picayune 

Birmingham News Ft. Worth . Star Telegram New York.... American 

Boston ... Advertiser Houston... Chronicle New York... Herald Tribune 

Buffalo ... Courier Express Indianapolis Star Oklahoma City Oklahoman & Times San Francisco Examiner 
Charleston Post News & Courier Jacksonville Times Union hi Bee News Seattle Post Intelligencer 
Charlotte . Observer Kansas City Star Journal Transcript Shreveport .. Times 
Chattanooga Times Knoxville .. Journal Philadelphia . Inquirer South Bend . Tribune 

Chicago ..Herald & Examiner Little Rock . Gazette Pittsburgh ...Sun Telegraph Spokane Spokesman Review 
Cincinnati Enquirer Los Angeles Examiner Portland Oregonian Springfield .. News Leader 
Cleveland Plain Dealer Louisville .. Courier Journal Rochester ... American American 
Columbus Journal Dispatch .. Commercial Appeal St. Joseph ... Gazette Tamp Tribune 

Dallas ... N M Herald Saint Louis .. Post-Dispatch Terre Haute. Tribune Star 
Dayton .. Milwaukee Sentinel St. Paul ..... Disp.& Pioneer Press Tulsa World 

Denver .. Minneapolis Journal Salt Lake City. Tribune Washington .. Herald 

Des Moines Register Montgomery Advertiser San Antonio. Light Wichita 


Manufacturers of the Concentration Line— 


Straight Shoes for men and women. 


When writing advertisers please mention Boot and Shoe Recorder 
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T is with great pleasure that I extend to you a wel- 
come from the members of the Tanners’ Council 
of America. This semi-annual Style Show of the 

National Shoe Retailers’ Association held in conjunc- 
tion with the Leather Show is a splendid step in the 
direction of industrial coordination and national plan- 
ning which the present Administration in Washington is 
striving to bring about. Here mingling and exchanging 
ideas are tanners who process the raw materials into 
leather, shoe manufacturers who fabricate the leather 
into shoes, and retailers who distribute the shoes to the 
consumer. In fostering a more cooperative spirit be- 
tween these trade groups, in familiarizing each group 
with the problems of its related groups, in eliminating 
waste and errors of judgment, these shows have already 
demonstrated their usefulness. In the growth of our 
national program for coordinating industry and giving 
more stability to production and employment, these 
conferences for style planning are bound to occupy a 
place of increasing importance in the future. 

When I examined the topic that had been assigned 
me, “Shoes of Leather,” I came to the conclusion that 
it was a rather clever piece of engineering on the part 
of your program committee. Evidently, this was to be 
a debate and it appeared to be their desire that I take 
the stump in this open forum and discuss the merits 
of shoes made of leather as compared with shoes made 
of substitute materials. 

As a background for this brief discussion I shall 
have to quote a few statistics which I hope will not 
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THE COMPETITIVE 
JAMBOREE 
OVER 


Now develop demand for quality 


in leather and shoes 


by 
LOUIS J. ROBERTSON 


Chairman of the Board of Directors 
Tanners’ Council of America 


prove too dull. If we go back to 1914, we find that 
the average factory value of all shoes produced during 
that year was $1.71 per pair. I realize that these shoe 
prices may as the shoes move through the hands of 
jobber and retailer assume quite a different picture 
than I shall give here. Nevertheless, as I have been 
unable to find what I believe to be an accurate reflec- 
tion of the actual movements in wholesale or retail 
shoe prices, I have been forced to use the Census of 
Manufacturers. If we bear in mind that these prices 
are at the factory, I do not think we will go astray. 

From $1.71 per pair in 1914, factory prices rose 
irregularly until 1919 when a peak of $3.41 per pair 
was reached, or an approximate increase of 100 per 
cent. From this point, prices began to drop and finally 
reached $2.85 per pair in 1923, about which they 
fluctuated until 1925. Between 1925 and 1926 the 
average price per pair was around $2.54. Little change 
took place between 1926 and 1930 when we came to 
the end of one of our frequent new ERAS. In 1931, 
the average pairage price had fallen to $2.05 a pair 
the present time, we estimate that it is not far from 
$1.90 per pair. Thus we find that the shoe industry has 
reduced the value of its product at the factory to a 
point not far from the average price in 1914. You 
will remember that the 1914 factory price was $1.71. 
We have estimated it today at $1.90, or roughly a dif- 
ference of $.20 per pair. 


Now of course there are two important things to be | 


[TURN TO PAGE 57, PLEASE] 
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You merchants who like to sell the ta light 
weight, dainty footwear, will find in promoting 
summer footwear made of Washette Calf an ap- 
preciative response from your customers, especially 
when you point out the greater ease with which 
they can, keep Washette-shoes sparklingly clean. 
This leather is so light that it gives the utmost 
comfort to the most tender feet, yet is shape-hold- 
ing, non-scuffng, with a fine grain lustre surface. 


OHIO LEATHER CO. 


“The Juno,” from the Sorority 
line, made of white Washette 
with matching color trim, by 
The Selby Shoe Co., Portsmouth, 
Ohio. 


Summer footwear calls for white, some with color 
trims, and Washette Calf covers the modish range 
of styles whether pastels, white or blues. Mil- 
lions of women will attend the World’s Fair, sum- 
mer resorts, and for all such of the “great open 
spaces” a washable shoe, easy to keep clean, is 
one sure way to insure to your store and its service 
appreciative customers. Washette Calf is ideal for 
nurses’ and children’s footwear. 


Ww Swatches on request. 


IN FINE CALF LEATHERS © 


5! 


When writing advertisers please mention Boot and Shoe Recorder 
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The long-expected code eagle is now 
ready for national distribution to all 
stores serving at retail. Instructions 
have been sent to local code authorities 
indicating that the code eagles are to 
be distributed to all stores and may be 
removed in case assessments are not 
paid. 

Here are the instructions sent to the 
local code authorities: 


ized by NRA that the Na- 
ode Authorities and our local 
code authorities have fully met provisions 
of the executive order of April 15, 1934, 
and therefore the nonpayment of assess- 
ment, when duly levied is a violation of 
Article X, Section 2 (F) of our code. 

“, en a local Retail Code Authority 
has been approved prior to April 1, and has 
actually sent out assessment notices prior to 
that date, it should at once prepare a list 
to those who have not paid since receipt of 
such notices and certify to your State di- 
rector of the National Emergency Counci 
that these merchants are in violation 0 
Article X, Section 2 (F) of the retail code. 

“2. The State director will notify the 
merchants so certified that they are in vio- 
lation of the code and not entitled to their 
Code Eagle until the 
with the local Retail jority. 

“3. Where a local Retail Code Authority 
was not approved prior to April 1, or 
not issued its assessment notices prior 
thereto, the Code Eagle will be distributed 
to all retailers in that community. Thirty 
days after any local Retail Code Authority 
has been approved by the NRA and has 
levied its assessments in accordance with 
the regulations already approved by NRA, 
it should certify those who are in violation 
of Article X, Section 2 (F), in which case 
the Code Eagle will be withdrawn. 

“Assessment notices sent out after this 
date should follow the same form of the 
‘form of contribution due’ contained in the 
instructions sent you. 

“4. Taken in conjunction with the ex- 

ecutive order, issued April 15, the merchant 
will display the Code Eagle and pay the 
assessment 7 to the code authority for 
that trade in which he is primarily en; 
This will still leave borderline questions, 
such as optometrists, and restaurants or 
beauty parlors in retail stores, or drug and 
ewelry departments, on which we will 
ssue further instructions in a day or so. 
These will clarify the whole situation. 

“Wait for them before levying any ad- 
ditional assessment on the retail stores 
that may have held back some of the as- 
sessment due us because they thought they 
would have to pay to other code authorities. 

“On the other hand, assure everyone that 
they should register for the one Code Eagle 
for their principal line of business only. For 
example, a department store or a variety 
store should register only for the retail 
code, without regard to the fact that it may 
have a drug, jewelry, grocery or other de- 
partment. 

“5. In accordance with these rules we 
must not levy assessments nor report as 
violators of Article X, Section 2 (F) of our 
code any retail establishment whose prin- 
cipal business is subject to any other retail 


“It is reco; 
tional Retail 


e. 

“By all means get out sOme newspaper 
publicity on this, seeing to it the instruc- 
tions and regulations are embodied exactly, 
but are also embroidered with local color 
and your address and the names of your 
local merchants. Do not publicize non- 
payers, but get your certifying list out-—— 
and immediately. 

“We will keep you advised.” 

(Signed) National Retail Code Authority, 
Inc., Richard Neustadt, managing director. 


The right to make code assessments 
has been recognized by the United 
States District Court of New York. 

“This recognition,” said Thomas J. Dono- 
van, assistant to Grover A. Whalen, chair- 


man, “came about in a peculiar way. Start- 


ing back in December of last year, we 


mailed questionnaires to thousands of re- 
tailers in the metropolitan area in order 
that we might secure the information with 
regard to certain operations of their busi- 
ness which the law authorized us to obtain. 
Assessments pursuant to the provisions of 
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New Code Eagles Issued 


CODE 


RETAIL TRADE 
1934 


mo: 


New retail code eagle insignia. 


the retail code were levied upon a large 


number of these concerns. 

“One of the concerns receiving such as- 
sessment was the old time shoe house of 
Cammeyer, Inc. When we learned a short 
time later that this company had gone into 
bankruptcy we were curious as to what 
a would be made of our claim, 
and we were pleased to receive a regular 
form of notice, that as one of the creditors 
of the defunct concern we were entitled to 
receive the first dividend of 5 per cent 
— Referee Peter B. Olney, Jr., had de- 
clared. 

“The amount of the dividend was not 
important, for, as a matter of fact, it will 
amount to the small sum of 55 cents. at 
was important to us, however, was_ this 
recognition by Referee Olney of the validity 
of our claim.” 


E. A. Burrill Ill 


BrockToN, Mass.—Ernest A. Bur- 
rill of 31 Marion Avenue is ill at his 
home with a throat infection and un- 
der treatment by a Boston specialist, 
in an attempt to diagnose the case. 

His son, Roger, recently returned 
home from eleven weeks in the hos- 
pital suffering from lobar pneumonia 
and complications. 


New Manager 


Los ANGELES, CaL.—Charley Dean, 
one of the oldest orthopedic shoe fitters 
in Los Angeles, is the new manager of 
the Bradford’s Corrective Shoe shop. 
The shop belongs to J. C. Brooks of 
Santa Ana who operates another shop 
in that city. Mr. Dean has been in 
orthopedic work for 35 years and for 
many years was with C. H. Baker. 


Cutler’s Artistic Window 


Cuicaco, ILt.—The street foyer win- 
dow at Cutler’s goes artistic with a 
huge, white palette as the background 
and huge paint brushes and silver tubes 
of paint to complete the picture. From 
the tubes stream forth red, white and 
blue rolls of cloth which spread out far- 
ther down the window into gay draper- 
ies against which the shoes are placed. 
The paint tubes are labeled in large 
letters, “Cutler’s ultramarine,” “Cut- 


ler’s carmine,” and “Cutler’s white.” 
The window is very brightly lit up and | 
the whole effect is very splashy, color. © 
ful and gay. 


Stocking Collectors 
LyNN, Mass.—Ira J. Haskell, of T. 


W. Rogers & Co., retail merchants, 


collects stockings, like some folks col 
lect stamps, and these he exhibited to. 


gether with specimens from other col- a 


lectors. Mr. Haskell, lecturing on 
stocking history, traced changes in 
hosiery since Columbus came over, and 
used moving pictures to illustrate mod. 
ern stocking making. He said that 
the most extraordinary development in 
stockings since the invention of stock. 
ing-making machinery has come dur. 
ing the past 30 years, especially in 
stocking styles. 


Observing Anniversary 


SALEM, Mass.—Louis H. Harris, of 
24 Central Street, is observing his 
twenty-sixth year in the shoe business, 
Mr. Harris is the oldest original owner 
of shoe store in Salem. He has bee 
in the same location for the past twenty 
years, specializing in corrective shoe, 


Blazer & Kreidler Opens 


LANCASTER, OHIO—A new firm, con. 
posed of Roy Blazer who for the pas 
9 years was manager of the McHenry 
Shoe Store and John S. Kreidler for} 
merly with the W. E. Joos Co., has bee 
formed. They have opened a shoe sto 
here with the slogan of “Shoes of Dis 
tinction.” 


Brock Managing Central Store 


GRINNELL, Iowa—The Central 
Store opened here with Pat Brock a 
manager. The store has an attractiy 
new front and interior. 


Made Manager 


ALAMOSA, CoLo.—Harold Sutter, 
merly with the Lorber Shoe Co., her 
has become manager of the L. Goldm: 
Shoe Co. store. 


Herman Shrager Transferred 
CoRAOPOLIS, Pa.—Herman 


Bi 


who has been managing the Key:tof 
Shoe Store in Toronto, Ohio, has beg 
transferred by the company to mana 
the local branch in this city. 


SHRINKING SHOES 


Some of the tanners are shrinking lca 
instead of stretching it, as they tan it. Thi) 
something like the textile trade “‘pre-shrinking 
fabrics before they are made up into shitty 
If a shoe shrinks on the foot—well, thi) 
something like a shirt shrinking at the nea 
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A genuine buck sport oxford 
with a light leather sole and 
leather heel. It comes in two 
ways— 

No. 545—with Black Calf Trim. 
No. 540—with Tan Calf Trim. 
IN-STOCK A to E.. 6 to II 


RETAILING 


$'750 to $Q50 rome 


ABINGTON, MASSACHUSETTS, U.S.A. 


53 


Sports patterns 
have been accepted 


“UP NORTH,” TOO! 


Starting in Southern resorts, the eager ap- 
proval of Alden sport shoe styling has 
moved North with the sun. The combina- 
tion of Alden superior shoemaking and 
crisp styling in the reasonable seven-fifty 
to eight-fifty price range is a revelation to 
- the many men who want distinctive foot- 
wear but are unwilling to pay exorbitantly 
high prices. If you wish to make friends 
of such men in your community, write to- 
day for our catalog and information. 


This useful book contains complete buy- 


to $8.50—all carried in stock. We will 
be glad to send you a copy. 


When writing advertisers please mention Boot and Shoe Recorder 
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PUT THIS SALES MAGNET 
IN YOUR WINDOW. ... 


Here’s the best way, the only way, to show 
the sensational new “open toe” sandals ef- 
fectively . .. and economically. 


Fairy Twinkle Toes display sandals to full 
advantage and enable every prospect to vis- 
ualize how attractive “open toes” will look 
when she wears them. They draw customers 
into the store and sell more sandals! 


Fairy Twinkle Toes are ankle high, light 
weight, and finished in a delicate flesh color 
with molded toes and rosetinted toe nails. 


Don’t try to sell sandals without Fairy 
Twinkle Toes. Order them today! 


SHOE FORM CO. 
AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Paris, France 


N, h dad 
Nor 


Frankfort, Germany Melbourne, Australia 
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Juvenile Style Report 


[CONTINUED FROM PAGE 16] 
Leathers: 


1934 


a. Elk finish and boarded leathers in brown and black. 
b. Rough surfaced leathers in brown and black. Roug): 
surfaced leathers in self combinations, or complemented 


with calf. 
c. Patent leather. 
d. White leathers—buck, elk and calf. 


Note: In the subject of leathers, the demand is greater than 


the growing foot, and yet give greater service. 


FOR MISSES, SIZES 31, TO 9 FOR 
SCHOOL AND SPORTS WEAR 


When considering the misses’ size run, 34 to 9, note 
that we mean particularly the little girl with a large 
foot, not the “modern miss.” Therefore, our recom- 
mendation is to carry out the run of children’s patterns 


and leathers in this range of larger sizes. 


Patterns: 


a. Oxfords, including the brogue effects. 

b. Kiltie tongue. 

c. Saddle oxfords. 

d. Tongued ghillies and monk effects. 

e. Open ghillies and brogue wider strap effects. 


Leathers: 
a. Elk finish and boarded leathers. 


’ ever for shoes with trims of wear-resisting leathers. Flexible soles 
are preferable as they promote barefoot freedom, so essential for 


b. Rough surfaced leathers in grains and buck effects. 


c. Combinations of rough leathers, sueded or grained, 


complemented with calf. 


FOR DRESS OCCASIONS FOR CHILDREN 


UP TO SIZE 3 
Patterns: 


a. Straps, and a decided tendency toward T-strap effects. 


b. Tie effects. 


c. Gored effects complemented with ribbon ties or orna- 


ments. 


d. Colonials. 


Leathers: 


a. Patent leather. 
b. Crushed leathers (fine grain). 


c. Sueded leathers, complemented with calf and crushed 


leathers. 
d. Reptile effects. 
e. Whites. 


DRESS OCCASIONS 


Patterns: 
a. Strap and the new T-strap effects. 
b. Tie effects. 

c. Step-in and opera pump effects. 
d. Colonials. 
e. Party sandals. 


Leathers: 
a. Patent leather. 


b. Sueded and crushed leathers, all-over and in combi- 


nation. 


FOR MISSES, SIZES 3% TO 9 FOR 
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c. Calf skins. 
d. Reptiles. 
e. Metallic finish and dyeable materials for party use. 


MODERN MISS, SIZES 314 TO 9 

It is interesting to note, in line with our foreword, 
that the Modern Miss is maturing at a much younger 
age. She has become so sophisticated and style-con- 
scious as to actually dictate her requirements in shoes. 
In the past season this was felt by the pronounced de- 
mand for high-style effects in pumps and T-straps in 
this classification. 

The Modern Miss will no longer tolerate shoes with 
too much of a practical “spinachy” look. We must 
recognize this. Therefore, we put stress on the impor- 
tance of style in this classification. But let us not be 
too much influenced by her demands and thus be mis- 
cuided into carrying too many styles. It is therefore 
the committee’s suggestion that we list a complete ward- 
robe for the Modern Miss. 


For School or Sports For Dress 
Heels from 12/8 to 14/8 


a. Oxfords and brogue ef- a. Step-ins and open effects. 
fects. b. Tie effects. 

b. Kiltie. c. Opera pumps. 

c. Monk effects. d. T-strap and sandal ef- 


d. Ghillie ties. fects. 
e. Brogue wider strap ef- e. Party sandals. 
fects. 


You will note that the 13/8 heel is apparently leading 


the field. Colors and leathers follow closely that of the 


women’s color card. 
Please note that this wardrobe is not limited by price 


classification. 


BOYS’ STYLES 
Junior Boy’s—Sizes up to 2 
Boy’s—Sizes 21% to 9 


FOREWORD 


In previous reports we have tried to emphasize the 
need for a more colorful arrangement of merchandise 
in the boys’ department. Curiously enough, the insis- 
tence for such footwear is coming from without, rather 
from within. We find more and more that the junior 
is aping his college hero . . . and due to this, is demand- 
ing a complete variety of footwear for his wardrobe. 

Also in the following, we have endeavored to show 
what is really needed to supply a complete shoe ward- 
robe for the boy. Patterns are necessarily more limited 
than the misses’ and child’s line, but within the limita- 
tions they are as sharply defined and as important; in 
order to supply the proper shoe for each purpose and 
occasion. 


BASIC TYPES FOR SCHOOL AND 
SPORTS WEAR 
Patterns: 
a. The blucher, bal and moccasin effects. 
b. The wing tip brogue effect. 
c. Heavier weights in the more rugged type of heavier 


boarded leathers. 
[TURN TO PAGE 58, PLEASE] 


IN-STOCK 


IMMEDIATE DELIVERY 
No. 5210—BLACK CALF 
No. 5211—WHITE ELK 
No. 5212—TAN CALF 


B—C—D 
$300 


5%—30 days 


AT LAST 


a ventilated summer shoe 


appealing to every man 


who desires the ultimate in comfort 
with dependable service. Flexible, 
airy, light, cool and comfortable— 
Freedman Ventilated Shoes feature 
the latest thing in heels— 


BALLOON RUBBER HEELS 


WALKING SURFACE INTERIOR VIEW 


Balloon Heels arouse customer interest. 
The lightest heel made, their ingenious 
pneumatic construction insures extraordi- 
nary comfort and wear. The resilient air- 
cushion lessens every shock, prevents slip- 
ping, and creates a new standard of dura- 
bility. You will be plenty pleased as Bal- 
loon Heels help you “close” sale after sale 
quickly! 

Freedman Ventilated Shoes are thoroughly 
dependable—excellent value—and fine fit- 
ters. With them you can confidently plan 
a summer campaign of real profit. 


Write for Samples 


A. FREEDMAN & SONS, Inc. 


171 SPARK STREET, BROCKTON, MASS. 


55 
St 
BY 

feROcKTON 

. 


BOOT AND 


No. $6754 BLACK KID.. .$3.50 
No. 86755 WHITE KID... 3.60 
Welt Construction—67 Last 
15/8 Cuban Wood Heels 


No. $6761 WHITE BUCK $3.85 
Welt Construction—80 Last 
16/8 Cuban Heel 


No. $3251 WHITE KID...$3.10 
Uco Construction—315 Last 
18/8 Continental Wood Heel 


New Spring Catalog Sent on Request 


* 


IRVING DREW CO. 
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Play Up Sport Shoes In Windows 


[CONTINUED FROM PAGE 45] 


or blown up in a photographic enlarge- 
ment and then colored. The poster de- 
sign on page 17 of this issue offers 
excellent possibilities for both window 
and interior displays. 

Whites promise to play a dominant 
role in sport shoe sales this Summer, 
and Sport Shoe Week will be none too 
early to begin featuring whites. The 
window from Young’s, Los Angeles, 
reproduced herewith, is a striking pro- 
motion of white buck and it is an- 
ticipated that white goat, which is be- 
ing strongly promoted this year, will 
be played up by many stores in like 
manner. In view of the prominence of 
whites, it would be excellent promotion 
for many stores to devote one Sport 
Shoe Week window to white shoes and 
another to combinations, browns and 
other colors in sports footwear. 

Sport Shoe Week will mark the sea- 
son’s first big promotion of Summer 
sports footwear in many stores. But 
it should not be the last. Sport shoes 
are a continuing sales opportunity 
throughout the Summer, and there 
should be frequent window displays of 
sports footwear in June, July and 
August. Don’t kill off the profit pos- 
sibilities of sport shoes or white foot- 
wear by cut-price sales in mid-Summer 
or earlier. Remember that August and 
September are big vacation months, and 
lots of people will be in the market for 
whites and sport shoes for vacation 
travel, even late in the Summer. Clear- 
ance sales to early in the season simply 
mean throwing away profits. 


Plan Summer Window Campaign 


In planning your sport shoe window 
promotion it would be an excellent idea 
to lay out a campaign covering the 
entire Summer season. Start off with 
a general sport shoe promotion for 
Sport Shoe Week. Then follow up with 
more specialized window displays. For 
example an all-white shoe window early 
in June, then a golf shoe window, a 
vacation travel window, a beach foot- 
wear window, a country club window 
and perhaps several good displays tied 
up with sports or recreational events 
in your own community. 

Remember that sport shoe sales will 
follow much the same course as those 
of other more or less specialized lines 
of merchandise. The average store 
may get its share of the sum total of 
business without any great amount «f 
special effort or promotion. But the 
stores that make a real success of spo''t 
shoes, the ones that show an increa-:e 
year after year and that realize to the 
utmost the profit possibilities that lic 
in the sport shoe business will be the 
stores that feature sports footwear 
straight through the Summer with a 
consistent and carefully planned pro- 
gram of window displays, newspaper 
advertising and general promotion, plu; 
tactful suggestive selling by the sale<- 
men on the floor. 
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The Competitive Jamboree Is Over 


borne in mind regarding these figures. 
In the first place, the average pairage 
price that I have given you is com- 
posed of all types of shoes; men’s, 
women’s, boys’, misses’, children’s, etc., 
and is affected by the changes in pro- 
portion of output of the various types. 
For example, we know that in 1914, 
27 per cent of the total shoes produced 
were women’s, and 33 per cent were 
men’s. Today, on the other hand, 37 
per cent of the shoes are women’s and 
but 25 per cent men’s. I suppose that 
in the statistician’s less serious mo- 
ments he might tell us that this is 
simply another indication of the grow- 
ing displacement of men by women! 


Fashion Changes in Shoes 


In the second place, we are all well 
aware that the shoes that we are buy- 
ing today are far different looking 
creations than the shoes which we pur- 
chased in 1914. Place some of the mod- 
ern shoes displayed at this show beside 
the ladies’ fashionable boot of 1914, and 
we would have a comparison quite as 
striking as that of the famous Model 
T flivver with the present day Ford. 
Moreover a long stride has been taken 
from the days when it was the policy 
to “give the consumer any color he 
wanted as long as it was black.” With 
these qualifications in mind we are not 
likely to go astray in using these dol- 
lar values for purposes of illustration. 

This difference in the factory price of 
shoes from $1.71 in 1914, to somewhere 
around $1.90 at the present time, cer- 
tainly justifies the statement that the 
Shoe Industry is freely competitive. In 
fact I think you will agree that con- 
sidered in conjunction with the quality 
of shoes which today make up the bulk 
of production, it suggests and quite 
seriously that we may have overreached 
ourselves in our effort to reduce prices. 
Price appeal while maintaining the 
quality of our merchandise is highly 
desirable in periods of shrinking con- 
sumer income. But price appeal when 
the price is based simply upon the sub- 
stitution of low grade, inferior mate- 
rials in the shoe can, and has become, 
definitely undesirable from the stand- 
point of all concerned; tanners, shoe 
manufacturers, and retailers. 

We all recognize that this average 
factory price of $1.90 per pair in the 
face of markedly higher labor costs 
is not simply the result of lower price 
raw materials, and improved technical 
skill. Real economics have been passed 
on to the consumer, it is true. The 
average price of our product which I 
have just cited certainly justifies that 
assertion. But I iterate, considered in 
conjunction with the quality of much 
of our present product, it also justifies 
the statement that a part of the price 
reduction has been due simply to the 
substitution of lower grade, inferior 
materials. To the extent that this is 


[CONTINUED FROM PAGE 48] 


true, this low price offers no real econ- 
omy to the consumer. On the contrary 
it is a more expensive product. Of 
this the consumer after a few trials 
will be certain. For the actual cost 
of the shoe will become evident only 
after it has been worn out and needs 
replacement. Consumers must gradu- 
ally grasp the fact that it is cheaper 
to pay $5 for a pair of shoes that will 
wear six months than to pay $2.50 for 
shoes which will wear two months. 

Now I imagine that many of you are 
thinking of the remarkable stability of 
the Shoe Industry during the depres- 
sion and attributing the stability in no 
small part to the price policies pursued. 
Unquestionably the Shoe Industry has 
had a notable record. Based on a com- 
puted normal trend production in 1930 
fell but 12.4 per cent below normal. 
This was the maximum decline from 
the normal trend. In 1932 it was 11 
per cent below and in 1933 but 1 per 
cent below this normal. During the 
downswing of the business cycle as in- 
comes of wage earners contract, prices 
of consumers’ goods must decline if 
volume is to be majntained. This seems 
to be borne out affirmatively in con- 
sumers’ goods industries where efforts 
to maintain prices have forced marked 
curtailment in output. But it cannot 
be proved that the Shoe Industry would 
not have done quite as well from a 
standpoint of volume if there had been 
passed on to the consumer declines jus- 
tified by raw material prices and econ- 
omies in processing, while maintaining 
the quality of the product. 


Vicious Spiral of Deflation 

I realize as well as you do that to 
a large extent this practice is pro- 
moted by the vicious spiral of deflation 
and that manufacturers in the lines 
catering to the great mass of consum- 
ers must either follow the trend or 
liquidate. In the Leather Industry we 
also suffer from excess capacity and its 
consequence, a drastic fight for volume. 
All of us have found that trend buck- 
ing is extremely hard on the pocket- 
book. 

It is my own opinion that if the 
reductions in shoe prices which were ef- 
fected -by the substitution of inferior 
and less durable materials such as of- 
fered for good quality sole leather, pa- 
per innersoles for leather innersoles, 
and fabrics for upper leather had not 
been made, shoe prices would not have 
been out of line today with prices of 
clothing and necessities; that volume 
would have been maintained; and most 
important of all, that consumers would 
have been more satisfied with the prod- 
uct. After all, the difference in price 
in the shoe on the retailer’s shelf 
achieved by using either poor quality 
leather or substitutes for leather is not 
great. It is simply that many of us 
have felt that every penny which we 


would squeeze out of the ultimate price 
of our product, regardless of what hap- 
pened to quality, would increase our 
volume. Naturally none of us have a 
monopoly on this practice of price cut- 
ting, and the resulting competition to 
put a lower price tag on our product 
has caused us to forget that after all 
there are limits even to the effective- 
ness of the price appeal if quality 
standards are thrown to the winds. 


Price Appeal Overdone 


I believe it is particularly fitting that 
tanners, shoe manufacturers, and re- 
tailers, should recognize at this Style 
Conference the necessity for a change 
in this policy of depression merchan- 
dising. Price appeal regardless of 
quality has been so overdone that it 
has lost its appeal to the intelligent 
consumer. Anything of this sort car- 
ried to its extreme tends to stimulate 
its antithesis. 


There are already in many lines in- 
dications that the reductions in quality 
brought about by this competitive 
jamboree have resulted in a revulsion 
against merchandise sold merely on a 
price basis, and a growing interest and 
demand for better quality goods. 


We should recognize also in plan- 
ning our production and sales policies 
that the welfare of our business de- 
pends upon the development of the 
quality element in our merchandising 
and the stressing of this factor over 
and above price. Anyone—tanner, 
shoe manufacturer, or retailer, who 
has been dragged into the rut of price 
competition—must realize the hopeless- 
ness of ever achieving any permanent 
gain from the mad scramble to cut 
prices. It does not require technical 
skill or merchandising quality to put 
the cheapest product on the market. 
An ability to chisel labor and raw 
material suppliers constitutes all the 
requirements necessary to win this 
game; that is, until someone else finds 
a way of cutting the price further. 
This type of competition is far from 
the life of trade. It is much more 
likely to result eventually in the death 
of trade. 

For relief from this vicious circle of 
price cutting a concerted effort must 
be made by all interested groups to 
revive the demand for quality merchan- 
dise, and to establish definite stand- 
ards of quality for leather and shoes 
which will prevent a resort to low 
grade, inferior merchandise under the 
guise of economy in the future. 

In any aggressive effort to reestab- 
lish the demand for quality merchan- 
dise, the retailer plays a role of prime 
importance. It is his job to convince 
the customer that the purchase of 
shoes which have a bargain price tag 
is simply an illusion of economy; that 

[TURN TO PAGE 62, PLEASE] 
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This new style feminine sport shoe is an ideal 
shoe to feature for National Sport Shoe Week 


May 22nd to May 29th. 


MANUFACTURED BY orem HOLMES CO. 
SOLE DISTRIBUTING AGENTS 


HUB SHOE COMPANY 


57-65 SOUTH ST., BOSTON 


No. 1274—All White Elk. 
No. 1275—All Smoked Elk. 
A 4 te 9 C 2% to 9. 
Price $2.75. 
5% ten days—net 30. 


No. 1276—White Etk with 
Brown e. 
1277—White Elk with 


TO RETAIL 


Juvenile Style Report 


[CONTINUED FROM PAGE 55] 


d. Plain toe bluchers and the saddle effects both in leather 
and rubber soles. 


Leathers: 
a. Elk finish and boarded leathers of the more rugged 


type. ‘ 
b. Crushed leathers in the new brown and bourbon 


shades. 
-c. Calf leathers. 


For Dress: 


a. Black and brown bluchers or bals in the lighter 


weights. 
b. Patent leather and black calf plain toe oxfords. 
c. Patent leather dress pumps. 


Lasts: 


Custom toe lasts are coming into the limelight, although 
certain parts of the country are not as yet ready for them. 


HI-LIGHTS OF THE TREND 


1. Shoes with hookless fasteners—creating new pattern 
developments. 

2. Rough leathers, such as genuine seal, genuine shark 
and genuine pig. 

3. Crushed leathers in kid, calf and pig surfaces. 

4. Heavier soles in crepe or leather, that are flexible and 
which accentuate that rugged look. 


5. a. The Modern Miss is demanding the rounded toe with 
that short coupled look; also heels not to exceed 14/8 both 
in cuban and breasted. She is also demanding the higher 
cut oxford. 

b. Increased interest is displayed in party slippers all the 
way up the line from children to the Modern Miss. 


* & 
6. The boys are demanding the rugged college types for 


general wear; dancing slippers for dress. 
7. The custom toe—coming! 


The Shoe Fitter as a Capitalist 


[CONTINUED FROM PAGE 33] 


more for what he knows in his head and can transmit 
to the customer, than the worker who is measured on 
the hour basis. The retail shoe fitter who capitalizes 
his own abilities gets paid off in cash, preferred divi- 
dends and common dividends and is a happy man 
indeed. He transmits that happiness to the store and 
to the customer and never considers himself a wage 
slave. That day in shoe selling is fast approaching 
and we welcome it for a better appreciation of the use 
and services and fashions of footwear will command 
a higher price for the article and give to the store 
profits in cash and prestige and to the customer a profit 
in pleasure and comfort. 


1934 
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White Elk Sport Oxford; White 
Pig Trim; 606 Last; 6/8 Spring 
Heel. In Stock AA to C. $3.00 


m; 435 Last; 11/8 ees in 


AA to 
No. W202-42. Beige Elk; Brown 
Calf Trim; 435 Last: 11/8 
Heel. AA to €, $3.00 


No. W216-37 
ALURA 


Light Smoked Elk Sport Moc: 
casin; 606 Last; iy 
Heel. In Stock AA to 


No. W216-38. White ‘i AA 
to C. $2.50 


te. W216-36. Tan Coffee Elk 
Sport and Camp Moccasin; 
Regulation type for — sum- 
mer camp wear, AA toC. $2.50 


Stocks are ample— 
but we urge early 
ordering to avoid 
disappointment. 


IMMEDIATE 


1934 


Beige Elk with Brown Calt 
Trim; 606 Last; 6/8 Spring 
. In Stock AA to C. $3.10 


White Nubuck with White Pig 
Saddle; 606 Last; 6/8 Spring 
Heel. In Stock AA to C. $3.00 


No. W215-38. White Elk —_ 


. Brown Calf Saddle; 6/8 Sprin 
» AA to €. $3.00 


J —_ Smoked Elk Sport Ox- 
ord; Brown Calf Saddle; 435 

11/8 Rubber Heel; 

Sole. In Stock AA to D. $3. 


No. W764-38. White Elk, 
White Pig Saddle. AA to C. 


White Pig Punched Three- Eye- 
616 Last; 


let Tongueless Tie; 


DELIVERY 


= Leather Heel. In Stock 
to D. $3.10 


IN 
STOCK 


The success of Sport 
Shoe Week in any store 
depends upon the 
smartness of the sports 
styles displayed. Here 
are good shoes that will 
not only put your store 
in the forefront of the 
Sports Parade, but will 
sustain your reputa- 
tion as a merchant. 


No. C239-15 
GERTRUDE 


AULT-SHACKF ORD 


AUBURN, ME. 


SHOE Co. 


| 
ST 
No.W209-38 
KATE 
No. W202-44 SS 
GLENDA 2 W215-44 SS 
th 
th 
er 
~ 
¢ R sTYt 
LE 
e 
THELMA New Port-Hole T-Strap in 
4 White Calf. New Large Hole 
Punched Design; 616 Last; 
$3.00 
d 
e 
it 
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ON SLIPPERS IT IS JUST 
GOOD COMMON SENSE 
TO USE THE LIGHT... 
QUIET... NON-SKID 
COMFORTABLE 
KEYSCROLL RUBBER HEEL 


TRADE-MARK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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OU’LL have to see these new stunning handbags 

to appreciate their amazing value! Utterly smart, 
in the newest design and materials, in the dominant 
white and every other color of the moment, they are 
making sales figures go up like rockets. 


Sell a Resnick handbag with every pair of shoes. You 
will please your customers and profit yourself. See 
the entire line. . . . they’re all as attractive and chic 
as these we’re showing! 


ESNICK BROS, Inc 


I370 BROADWAY 


TO SERVE THE PACIFIC COAST TRADE IN-STOCK DEPT., COOPER BLDG., LOS ANGELES, CAL. 


When writing advertisers please mention Goot and Shoe Recorder 


Accepted” 


PROPR-BILT 
Shoes 


The Scientific Shoe 
For Growing Feet 


You must be good to stay 
ahead in a race that is never 
won! Propr-Bilts have earned 
their widespread recognition. 


Doctors demand the 
patented in-built fea- 
tures of PROPR-BILT 
for their clientele. 

endorse the 
scientific makeup of 
these shoes as best 
suited to correct and 
protect growing feet. 


Customers insist on 
PROPR-BILTS, not 
only for their pre- 
ventive and correct- 
ive features, but also 
becauseof their smart, 
attractive patterns— 
comfortable fit— 
long-wearing qualities. 


Merchants feature 
PROPR-BILTS 
because (1) PROPR- 
BILTS do exactly as 
they are intended to rs 
do. (2) Sell without 
ice resistance. (3) 
uild permanent re- 
peat business with 
satisfied customers. 


Here is the scienti- 

fic Propr-B'lt Shoe. 
Note the inset Bm 
showing the pat- | 
ented inbuilt 
wedge, an in- 

ovation in 

scientific 

footwear. 


Sales Builders 


PROPR-BILT customers 
stay sold. That’s why lead- 
ing merchants everywhere 
consider PROPR-BILTS 
their ‘Number One Chil- 
dren’s Shoe.” 


PROPR-BILTS can be equally 
successful in your store. Wo 
have more information for 
ou on these shoes. Write us 
DAY for details on the 
PROPR-BILT selling plan. 


The 
O°’ Donnell Shoe Co. 


509 Sibley St. Paul, Minn. 


BOOT AND 


Comfort and Good Light 


Los ANGELES, CAL. — The limit in 
comfort for the customer and perfec- 
tion in the diffusion of light are the 
primary aims in the physical equip- 
ment of the men’s shoe shop in the new 
men’s addition to Bullock’s. 

Two L-shaped lines of indirect light- 
ing on the ceiling are so scientifically 
placed that there are no distinct shad- 
ows any place in the room. Some of 
the davenport type chairs are niched 
into the walls and indirect concealed 
lights in the ceilings of the niches give 
perfect diffusion in those areas. 

Comfort is sought through extreme- 
ly deep and luxurious leather upholster- 
ing and by means of rugs with ex- 
tremely long nap. The salesmen’s stools 
are upholstered as comfortably as the 
customers’ seats. 

There is appeal here to the southern 
California sportsmen and outdoor men 
of action, an atmosphere of he-man- 
nishness, as there is throughout the 
whole first-floor layout. Only quality 
shoes are stocked. 

The shop is a unit in the new men’s 
store occupying most of the eight-story 
addition to the Bullock building re- 
cently completed. The structure adds 
93,607 square feet to the store and has 
a frontage of 119 feet on Hill Street. 


The Competitive Jamboree 
Is Over 
[CONTINUED FROM PAGE 57] 


the reason for the low price is in most 
cases low quality and inferior mate- 
rial; that not only is the fit, style, and 
workmanship of the better type shoe 
correct, but that real economy in prices 
lies back of the excellent quality of 
leather from which the shoe is con- 
structed. 


To Help Men Forget Their Feet 


[CONTINUED FROM PAGE 27] 


A very much ventilated shoe is a 
most popular number and is a repre- 
sentative shoe volume seller. 

One of the many variations in which 
the popular material—sail cloth—is be- 
ing used. This material is also made 
in a plain toe, fibre sole model for gen- 
eral knockabout wear, in direct con- 
trast to the street shoe shown. 

A white goat, snapped up with brown 
leather soles. Vamp and eyelet stay 
perforations go completely through the 
uppers. This same model is also 
trimmed with brown pig goat. This 
model, detailed with smooth white calf 
and trimmed with Mexitan shade of 
smooth calf, has excellent city sale pos- 
sibilities. 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 

And when you need relaxation, 
you are right in the center of thea- 
tres and amusements ...to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room .. . 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 

The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


PICCADILLY 


4STH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 


| 934 
45th % ST. 
| 
4 
—_ = 
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Because it 


CLEANS WHITE 
SHOES BETTER 


',..more people buy it 
... you make more profit! 


Made in 2 liquids— White Cleaner and Liquid Fabric 
Cleaner—and 3 creams— Black, Tan and Neutral 


TUXEDO 


BEAUTY TREATMENT FOR SHOES 


REMOVES STAINS. TUXEDO 
White Cleaner actually removes stains 
. . it does not just cover them up. It 
leaves all materials—especially kid 
—absolutely white. 


DRIES QUICKLY. Tuxedo can be 
applied to shoes while they are being 
worn. It dries almost instantly—no 
need to remove the shoes and wait 
until they are ready to wear again. 


DOES NOT RUB OFF. When 
properly applied according to di- 
rections, Tuxedo does not rub off. 
This claim is made for many white 
shoe cleaners. It’s true of Tuxedo. 


7 


SALES-STIMULATING 
DISPLAY FREE. The attrac- 
tive display shown below on your 
counter, or in a window, helps build 
sales by reminding customers to ask 
for Tuxedo. See your jobber, or 


write to TUXEDO, 88 Lexington 
Avenue, New York City. 


When writing advertisers please mention Boot and Shoe Recorder 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 
combines true flexibility, trim 


appearance and foot comfort. 


LOCKSTITCH 


Their growing popularity 


SHOE 


Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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RICH COLORING AND MODERN DESIGN of this Mohawk Carpet add 
to the attractive atmosphere of the shoe department of Sonnenfeld’s De- 
partment Store in St. Louis. The carpet is a Mohawk Saratoga Wilton. 


Carpet with today’s 


STYLE and BEAUTY . 
But giving also the long, eco- 


nomical wear that has been 
an outstanding quality of all 


Mohawk Carpeting for fifty years 


HE SIMPLICITY of this modern interior called for a floor 

covering with a modern design. A plain color carpeting 
would not have given the interesting touch added by this 
Mohawk Saratoga Wilton Carpet. 

Among the many Mohawk Carpetings styled in the modern 
manner, you will find one that will add to the attractiveness and 
beauty of your shop. Of course, Mohawk makes carpeting in all 
popular plain colors, too. In all the important weaves—Chenille, 
Wilton, Axminster, Velvet and Tapestry. The Mohawk Mills are 
the largest makers in America of all domestic weaves... in a 
wide range of grades, patterns, colors and prices. 

That word “price” may be of special interest to you. Mohawk 
Carpets give you a full one hundred cents return in wear for 
every dollar you invest in them. Imported virgin wools, fast 
dyes, skilful blending of wools, and expert weaving assure you 
of long, economical wear. And today even the prices are lower 
than you think. 

A special advisory service will help you select the weave, pat- 
tern and color best suited for your store—whether you are 
modernizing throughout, or merely replacing an old, worn-out 
carpet. There is no extra cost for this service. Just get in touch 
with the nearest Mohawk Sales Office, or Mohawk Carpet Mills, 
Contract Carpet Department, 295 Fifth Avenue, New York City. 


REGIONAL SALES OFFICES 
Atlanta Detroit Mo LJ 
Los Angeles and | PETS 


MOHAWK CARPET MILLS 


San Francisco 
Seattle 295 Fifth Avenue, New York, N. Y. 


St. Louis 1934, Mohawk Carpet Mills, Inc. 


IN-STOCK 


FOR SIZES 2 TO 8 


A nationally known line of children’s 
shoes that attracts a discriminating 
clientele. Our Pre-Welts are made 
with Full Grain Retan Soles, Water 
Resisting, Golden Color; Solid 
Leather Counters; Leather Trim- 
mings and Quarter Linings. 


Satisfy parents with fine, comfort- 
able, healthful shoes for their chil- 
dren and you win the patronage of 
the whole family. 


Elam's Pre-Welt Shoes are a quality 
product featured by established 
department stores, mail order 
houses and wholesalers. They offer 
many exclusive advantages for re- 
tailers, too, and are always carried 


IN STOCK for immediate delivery. 


Write For Illustrated Catalog and Prices 


F. $S. ELAM SHOE CO. 


176 NORTH WATER ST., ROCHESTER, N. Y. 
See Our Line at N. Y. Office 
439 Marbridge Bldg. 
M. E. FINNERTY, Sales Manager 


When writing advertisers please mention Boot and Shoe Recorder 
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iS 


spor shoes 


MATRICES OF 
6 SPECIAL 
ILLUSTRATIONS 


for Sport Shoe Week 


Advertising $ 1,50 


One and two column reproduc- 
tions of the poster design and sev- 
eral other appropriate illustra- 
tions for your advertising are in- 
cluded in each set of matrices for 
your Sport Shoe Week Advertis- 
ing, for only $1.50. 


BOOT AND SHOE RECORDER, 239 W. 39th St., New York 


Enclosed is *check (or money order) for.............. 


sets of matrices of special Sport Shoe Week Illustrations. 


When writing advertisers please mention Boot and Shoe Recorder 
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Colorful! 
Compelling! 
RED, WHITE AND BLUE 


POSTERS 


(SIZE 17x22 INCHES) 


FOR 


SPORT SHOE 
WEEK 


20 for $4.50 
30 for $6.00 


5 for $2.00 
10 for $3.00 


100 for $18.00 
We Pay Postage 


The final, powerful tie-up in any well- 
planned promotion program! 
Use them in your window displays and for store 
decoration. Use them in windows of vacant 
stores, and in conspicuous spots all over town! 


Get together and place 
a quantity order for all 
stores that sell sport shoes! 


SPORT SHOE WEEK POSTERS 


\ 
O 
Week 
MAY 
will 

3 | *CHECK MUST ACCOMPANY THIS ORDER OR MATERIAL WILL BE SHIPPED C.0.D. PLUS POSTAGE 
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for COMFORT. 


avoid wrinkled toe -linin gs 


The toe of a well made shoe 
should be smooth inside as well 
as outside. 

Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 
drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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THIS PAPER 


and if you can’t step up write us for 


COPY 


It’s worth having! 


It’s chock full of ideas, suggestions, comments 
and planus that you can use to your own advantage. 
Ideas that will help you bring customers into your 
store for every shoe you stock, other leathers as 
well as kangaroo! 


It’s the “Daily Sales,” prepared at our order to 
help you do good business. And in addition to 
everything just mentioned, the “Daily Sales” ex- 
plains how you can obtain free mats of advertise- 
ments prepared for retail shoe dealers by a profes- 
sional advertising agency. This amounts to ob- 
taining attention getting illustrations, and inter- 


esting and convincingly written sales copy FREE 
for the advertisements you run in your local news- 


paper. 

Write us for your copy. Address your letter to 
the Kangaroo Association, 9th & Westmoreland 
Streets, Philadelphia, Pennsylvania. Just ask us to 
send you the “Daily Sales.” Sponsored by tlie 
Surpass Leather Company, the Richard Young 
Company and the Ziegel-Eiseman. Company, tan- 
ners of genuine Kangaroo. 


Australian KAN GARO 0 cenit in AM E R ICA 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


Wetherby-Kayser’s Leaders 


Los ANGELES, CAL.—A modified ver- 
sion of the new sandal idea incorpo- 
rated in an oxford sold chiefly in white 
kid with a “scuffless heel,” priced at $16, 
is being shown in volume by Wetherby- 
Kayser. A feature is the open areas 
held with crossbraids on the vamp and 
sides. 

A close competitor is the spectator 
tie, Spring blue in kid with a dark blue 
silk kid band trim. This shoe sells for 
$15.50. The “scuffless heel” is featured 
with this number also. 

These two numbers are featured in 
all Wetherby-Kayser stores and are ad- 
vertised jointly in a “Spring footwear 
color contest.” 


Early White Season 


Des Moines, Iowa—With white 
shoes selling ever since Easter, the 
April volume of business at the Arant 
Shoe Co. is maintaining the record es- 
tablished since the first of the year 
with increases every month. 

“We have been glad to see the white 
season start here so early,” declared 
A. L. Bramson, store manager. “Ac- 
cording to our prediction, it means 
the biggest white season yet. Sports 
pumps and ties, many of them with 
perforations, are already good. Also 
brown and white is proving to be a 
popular combination.” 


Boots & Saddles 


Boston, Mass.—Boots and saddles 
are selling for riding in the parkways 
of metropolitan Boston. The Myopia, 
Norfolk and other hunt clubs are start- 
ing the new season. Massachusetts 
Plans a bridle path from Cape Ann to 
Cape Cod, Maine, a bridle path through 
its great woods, and the White Moun- 
tain Ranch at Mountain View, N. H., 
Plans polo games as well as riding over 
the mountain trails. 


SATURDAY, APRIL 28, 1934 


“Flats” and Flats 


Boston, Mass.—Novelty stores here 
feature “flats,” using the quote marks 
so that customers won’t think of flat 
shoes on automobiles nor of flats to 
rent. The new “flats” are French 
heels, of a new cut as well as height, 
or rather non-height, for they’re low. 


DATES TO REMEMBER 


Confederate Memorial Day 
(Ala., Fla., Ga., and Miss.) 
Confederate Memorial Day 
(Ky. and N. C.) 
Tanners’ Council, Spring Meeting, White 
Sulphur Springs, W. V M 
Mother’s Day 
Sport Shoe Week 
Memorial Day 


(All states and possessions except Ala., 
anne Fla., Ga., La., Miss., N. C., and 


Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Cal., 
June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Cal., 
June 11, 12, 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Boston Shoe Fair, Hotel Statler, Boston, 
: July 9, 10, 11 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 11 
National Shoe Retailers Association Annual 
Convention (city to be announced later) , 
Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National Boot 
and Shoe Manufacturer’s Association 
St. Louis, Mo. .......... Jan. 7, 8, 9, 1935 
Middle Atlantic Shoe Retailers Association 
(city to be announced later), 
Jan. 16, 17, 18 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Jan. 20, 21, 22, 1935 


EVERY WEEK 


Featuring White Pigskin 


DENVER, CoLo.—‘It looks like this 
will be one of the biggest seasons we’ve 
ever had on plain whites for men,” says 
M. Morger, manager of the Nunn 
Bush store here. “It is certain to run 
far ahead of last year.” 

This store is already featuring plain 
white pigskins in seven different num- 
bers—and sales are increasing daily. 
The greater part of one window is de- 
voted to the line and a larger interior 
table will be given over entirely to 
whites within the next few weeks. 


Indianapolis Selling Whites 


INDIANAPOLIS, IND.—Shoe merchants 
here are looking forward to the largest 
white season in men’s and ladies’ foot- 
wear in the history of the city. Already 
the demand for sports footwear in all 
white and white combinations is greater 
than ever before. In several instances 
stocks for early showing are depleted 
and re-ordering was necessary. While 
combinations are in good demand, all 
white seems to lead in both men’s and 
women’s. Some grays in men’s foot- 
wear are being sold to the more con- 
servative trade. In children’s shoes all 
white is popular, with some combina- 
tions. The better type of shoe is selling 
in preference to the popular priced 
merchandise. From present indications 
it will be an all-white season. Mer- 
chants are busy replenishing white shoe 
stocks. 


Polished Wood Heels 


LyNN, Mass.—Polished wood heels 
are new here. The surface of the 
wood is dyed, red to match the sole 
or black to match the upper, and then 
is coated with transparent wax and 
brushed to a polish. That’s the way 
hardwood floors often are polished. The 
new finish stands the routine wear and 
tear, and won’t wash off. Heels of 
curly birch, so finished, look handsome. 
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STYLISH SHOES 
FOR GROWING GIRLS 


Smart $4.00 Retailers, 
with a profitable mark-up 


Write for illustrated folder of complete line 


The Shopper No. 2083 


White Elk Kip 
Bobbee tie; leather sole 
and heel. 


IN STOCK 
Sizes 


smoked 
Elk kip moccasin 
blu oxford neu 

Cameo sole and 


heel. 


No. 2069 Same Style in White Elk 


THE 


EXCELSIOR 


¥ 


SHOE COMPANY 


Portsmouth, Ohio 


National Seasonal Opening 
In St. Louis—Week of 
Jan. 7, 1935 


The National Boot and Shoe Manu- 
facturers Association announces the 
Fourth Annual National Seasonal Open- 
ing under the direction and management 
of the National Boot and Shoe Manu- 
facturers Association, to be held in St. 
Louis the week of January 7, 1935. 

In response to the request of western 
manufacturers and retailers, it was voted 
to try the first week in January for this, 
the First National Seasonal Opening to 
be held in the West, and thereby pro- 
vide an opportunity to compare the re- 
sults with those of previous Seasonal 
Openings in New York during the middle 
of November and early December. 

It is the intention of the manufac- 
turers to shorten their Annual Conven- 
tion, and limit it to one business ses- 
sion; eliminating the fashion review 
which has been held in previous years, in 
order to give retailers and manufacturers 
as much time together in the display 
rooms as possible, without the necessity 
of attending meetings and interrupting 
contacts between retailers and manu- 
facturers. 

Complete details of the meeting to 
be held in St. Louis will be announced 
at a later date by the National Boot and 
Shoe Manufacturers Association. 


Worcester Retailers Happy 


Worcester, Mass.—Shoe retailers 
here are generally more optimistic than 
retailers in many other cities. C. T. 
Bushey, buyer for the shoe department 
of the C. T. Sherer Co., department 
store, reports the best Easter business 
in 10 years! Lloyd’s Shoes, Inc., shoe 
retailers, reports sales 150 per cent 
ahead of last month, a record of which 
they are justly proud. 

Frank E. O’Donoghue, president and 
general manager of Foot Health Head- 
quarters, Inc., reports business very 
active with customers returning every 
day to buy good quality shoes. He says, 
“We're taking off cheaper shoes while 
people tell us of the foot troubles they 
have had while wearing cheaper shoes. 

“Our customers invariably tell of 
some member of their family now at 
work and their general outlook is one of 
optimism. I believe the depression, 
while it boomed the sale of less expen- 
sive shoes, is now working wonders for 
the quality shoe line.” 


Get Wage Boost 

FREDERICKSBURG, VA.— Three hun- 
dred employees of the Virginia Shoe 
Company will get a 5 per cent increase 
in pay, effective May 1, according to 
an announcement by Abram Bean, 
president. Another 5 per cent increase 
was promised employees if business 
keeps up as it is at present. 


Shoe Exports Decline 
WASHINGTON, D. C.—Shoe exports 

continue to decline, according to U. S. 

Department of Commerce reports. In 
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1933 350,382,000 pairs were made, and 
832,000, or one-half of 1 per cent were 
exported. In 1929 361,402,000 pairs 
were made, 4,807,000 pairs of 1.3 per 
cent exported. In 1914 3.5 per cent of 
output was exported. 


Heads M.A.S.R.A. 


York, Pa.—Edward Reineberg, of 
this city was installed president of 
the Middle Atlantic Shoe Retailers’ As- 
sociation at a district meeting of the 
directors of the association. Other of- 
ficers installed at the meeting which 
was followed by informal conferences 
the following day were: treasurer, 
Milton M. Benheim, Wilmington, Del., 
and secretary, Cal J. Mensch, Phila- 
delphia. 

The directors selected the third week 
in January, 1935, for the annual meet- 
ing of the organization, and left the 
selection of the place of meeting for 
a later date. <A special drive for mem- 
bers was inaugurated. The directors 
were unanimous in agreeing that the 
records of the shoe retail industry show 
plainly the effect of the recovery ad- 
ministration’s activities. During the 
first three months of this year business 
experienced a 20 per cent increase as 
compared with the first three months 
of last year, they reported. 


Extra Pair Business Seen 


Detroit, Micu.—William Adams, 
manager of Fyfe’s third floor—women’s 
shoes—is enthusiastic about the sport 
season prospects. “A run is starting al- 
ready on whites and on toeless sandals,” 
he said. “The sandals look like a big 
seller for extra pairs this season, both 
in open strap and more solid styles, in 
dress and sport shoes alike. 

“Blue has been a splendid seller, but 
are dropping now, and we are having 
a surprising late pickup in browns. 
Warm weather will bring in whites. 
‘Women are turning to comfort this 
year, in all styles— open, cool styles 
lead. Brown and white is a factor in 
combination. Talking of blues, we sold 
three times as many in March as a year 
ago. And our trends are general rules.” 


Effective Window 


LOUISVILLE, Ky.—The Stewart Dry 
Goods Company has a most effective 
show window to display the different 
type shoes offered for Spring. Occu- 
pying the whole window is a big set in 
white display board, with a deep frame 
all around. Against this white service 
are set horizontal brass rods, about a 
foot and a half apart and running the 
length of the box. Spaced about two feet 
apart are shoes of various types, their 
heels over the bar holding them in place. 
Each shoe has its price and style num- 
ber beside it and each row is devoted 
to one color—blue, black, brown and 
gray. At the bottom of this board are 
placed boxes of silk hose and in the 
foreground are forms covered with hose 
in tones harmonious with the shoes dis- 
played. 
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.. . will MODERNIZE and 
BEAUTIFY your Store at 
Low Cost 


The severe simplicity, appealing 
beauty, colorful coverings and un- 
. usual comfort of Troy Streamline 
Metal will build prestige for your 
store quickly and at low cost. 


Boot and Shoe Stores everywhere, 
who want modern equipment, are 
turning to this outstanding line. It's 
easier to care for, is movable and 
sanitary. 


A complete line of 
single chairs, settees 
and groupings suitable 
for boot and shoe use 
is available. 


Write us today for our 
interesting prices and 
NEW CATALOG. it’s 
yours for the asking. 


E TROY SUNSHADE 


1934 


Murphy Goes With Pomeroy’s 


PITTSBURGH, Pa.—G. C. Murphy of 
McCreery & Co. resigned to go with 
Pomeroy’s in Harrisburg, Pa. 

Mr. Murphy has spent fifteen years 
in Pittsburgh—six years of which were 


G. C. MURPHY 


in the merchandising of shoes at Mc- 
Creery’s; previously he was connected 
with Oppenheim, Collins & Co. He was 
president of the McCreery’s Employee 
Mutual Aid Association and a member 
of the board of directors of the Pitts- 
burgh Shoe Retailers’ Association. 


Veteran Shoe Merchant 


WILLIMANTIC, CONN.— William N. 
Potter, who has been a shoe retailer 
in this city for. 64 years, observed his 
88th birthday April 10 by putting in 
a full day at his store. One of the 
oldest active shoe men in New England, 
if not in the United States, Mr. Potter 
is in good health and looks forward 
to more years of service to the con- 
sumers of Willimantic. 

Mr. Potter established his business 
here 64 years ago on May 1. The store 
has been located at its present ad- 
dress, 2 Union Street, for 47 years. 


Joins May Co. Staff 


DENVER, CoLo.—V. A. Knott, for the 
last year and a half at the Crowley- 
Miller store in Detroit, has just come 
to Denver as manager of the Dr. 
Scholl’s Foot Comfort department at 
the Denver May Co. The May Co. 
department has made an outstanding 
record in recent months, and under 
the direction of Mr. Knott, who has 
had wide experience in many Eastern 
stores, it promises to make even greater 
gains. Max Lackner is buyer for May 


Co. shoe departments. 


WATER 


FOR 
¥ GARAGE MEN e 


@ and all mechanics 
in your town, here 
is the ideal “work” 
shoe. Feature this 
shoe in your win- 
dows and_ there 
will be extra pair- 
age for you. 


STYLE “HERB” 
Is a full grain sport black elk soft toe 
blucher oxford with a full grain calf quarter 
lining, steel arch support, ten iron first 
quality oak sole, and is adapted to either 
work or play. 


STYLE “BURT” 
Same in tan elk, 
iron Gro-Cord sole 
and heel, water- 
proof, slip-proof. 


“HERB” 
— No. 1 Last 
10¢ per pair extra west of Denver. 


THREE WIDTHS IN STOCK MADE TO ORDER 
at small extra charge 


| 13, 14, 15 


“Trade Builders” are great fitters! 


QUICK SERVICE 


IN" STATIONS 


CINCINNATI, OHIO 

Nadier's Inc. 

CLEVELAND, O. 

The Whitney-Roth Shoe Co. 

DENVER, COLO. 

i} ~The Jos. P Dunn Shoe & Leather Co. 


SIOUX CITY, IA. 

Earl F. Berg 
SPOKANE, WASH. 

The Adams Leather Co. 
SPRINGFIELD, MAS®. 


HUNTINGTON, W. VA. 
ShawShoeCe Ine. 


The Jeff Newberry Co. 
INDIANAPOLIS, IND. 
E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Dry Goods Co. 


M.T.SHAW INC. 


COLDWATER MICHIGAN 


TOLEDO, OHIO 
Aineworth Shoe Co. 


ZANESVILLE, OHIO 


7 
@.. 
| DEPARTMENT 
A 
5995 
| 
ALBANY,N.Y. LINCOLN, NEBR. 
Smith & Herrick Co. Branch Bros., Inc. 
ATLANTA,GA. LOS ANGELES, CALIF. 
Gramling & Collinsworth Stewart-Dawes Shoe Co., Inc. 
BANGOR, MAINE — MEMPHIS, TENN. 
J. M. Arnold Shoe Co. ‘Wm. R. Moore Dry Goods Co. | 
King Bros. Shoe Co. Neely, Harwell & Co. 
CHARLESTON, W.VA. NEW ORLEANS, LA 
W. Smith & Co. Duhon, Berry & Vinton, Inc. | 
CHICAGO, ILL. NEW YORK, N. Y. 
H. Brandt & Sons Shaw Shoe Co. of New York 
CHICAGO, ILL. OSHKOSH, WIS. 
Keehn Bros. Roenitz Co. 
CHICAGO, ILL. PEORIA, ILL. 
RL. Pennington John Moser & Sone | 
PHILADELPHIA, PA. 
Belt, Walt & Co., Inc. | 
Newell & Schneider Co | 
| SAQINAW, MICH. i} 
Michigan Shoe Co. | 
| @ETROIT, MICH. ST. PAUL, MINN. | 
| American Cash Shoe Co. Scheffler & Rossum Co. | 
— DUBUQUE, IOWA SEATTLE, WASH. 
| Merchants’ Supply Co. Washington Shoe Co. } 
FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. | 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. | 
e 


WHERE TO BUY 
Men’s Shoes 


The 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. ®OCKTON 


YORK BOSTON 
10 High st. | 


WHERE TO BUY 
Riding Boots 


\ RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 


Jodhpurs and Field 
Boots. 


Write for catalog. 


‘CONN 


‘SOU ARAINTREE 


ASS 


Enlarges Store Scope 


LANSING, MicH.—J. H. Burton, pro- 
prietor of Burton’s Walk Over Shop is 
enlarging the scope of his business by 
the adding of a complete line of chil- 
dren’s and growing girls’ shoes. Sim- 
plex Flexies are being featured. An 
X-ray machine, recently installed, will 
greatly aid the justly famous fitting 
service for which this well known store 
is noted, far and wide. 


Two New Stores 


CLEVELAND, OHI0O—The Miller Jones 
Shoe Co. of Columbus, Ohio, has leased 
a store site at 2058 East 4th Street, 
with plans to open in this downtown 
location in April. 

The Miller United Shoe Co. of Endi- 
cott, N. Y., has leased a new store at 
6405 St. Clair Avenue, in a semi-resi- 
dential and business district. 
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STRIKING FOOT HEALTH PROMOTION 


Striking window display arranged by the Walk-Over Shoe Shop, 930 Chapel Street, New 

Haven, Conn., in connection with National Foot Health Week. The enlarged reproduc- 

tion of the official poster, appearing in the right hand side of the window, was drawn 
by hand by a son of Sydney Stokes, proprietor. 


Douglas Store Moves 


CLEVELAND, OH10O—The W. L. Doug- 
las Shoe Co. store, formerly located at 
406 Superior Avenue, moved to new 
and larger quarters at 35 Arcade 
Building. They have also added a 
complete line of women’s shoes since 
the move. Store has a running line 
of display windows thirty feet long on 
the busy ground floor of the arcade. 
Interior also represents an improve- 
ment over the old store. Hugh Mc- 
Grath is manager. 


Shoe Chain Grows 


LEWISTON, Pa.—W. C. Smith, for- 
merly of Johnstown, Pa., and his two 
sons, W. Donald Smith and C. Russell 
Smith, who have been successfully de- 
veloping a chain of Cut Rate Shoe 
Stores in Pennsylvania and Maryland, 
have purchased the retail store of 
Anders & Co. and have added it to 
their Pennsylvania units. The Anders 
store is one of the oldest and best 
known shoe stores in the Big Valley 
section. 


Buys Juvenile Store 


LOUISVILLE, Ky.—The Uptown Juve- 
nile Shoe Store, Bardstown Road, has 
been sold by the owner, E. D. Dugan, to 
W. T. Quiett. Mr. Quiett is an experi- 
enced shoe man and was manager of 
the J. C. Penny Company’s store in 
Kansas City for nine years. He will 
continue to handle the Arch Preserver, 
Simplex and Flex-Eze shoes, and has 
many plans for progressive manage- 


| ment of his store. 


Opens Store 


LANCASTER, OHIO—Roy Blazer who 
has been associated with the McHenry 
Shoe Store for nine years and John 
Kriedler, who has been associated with 
the Joos Shoe Co. for a number of 
years have formed a partnership to 
operate a shoe store under the name of 
the Blazer and Kreidler Shoe Store. 


Jade Shoes Opens 


BROOKLYN, N. Y.—The Jade Shoes 
opened a shoe store specializing in 
women’s high grade novelties and 
children’s Kali-sten-iks at 311 Kings- 
ton Avenue. This store is run by Roye 
D. Abramson, who has served the G. 
R. Kinney Co. the past seven years as 
manager. 


Start Men’s Store 


BIRMINGHAM, ALA.—Two veteran 
shoemen in the men’s field have opened 
a new store at 2004 Third Avenue. 
They are Thomas G. Humphrey and 
Garnet G. Walker, both of .whom have 
been with the Porter Clothing Company 
for years. 

The Taylor Made line is being fea- 
tured at prices ranging from five to 
seven dollars. 


Carolina Shoe Store Moves 


LEXINGTON, N. C.—The Carolina 
Shoe Store has just moved to n-w 
quarters on Main Street. New and :d- 
ditional stock has been purchased. C uy 
L. Huckey is manager of the store. 


1934 


Be ge = 


a 
m 
to 
al 
| ty 
! sh 
| cr 
Li 
we 
fit 
sol 
| to 
| ph 
of 
ter 
wi 
list 
| Ci 
| I 
twe 
tha 
are 
cen 
quo 
| pen 
| | twe 
in | 
bet 
gra 
mor 
Ad 
A 
Ash 
clot 
to t] 
com 


1934 


| 


etn 


who 
Tenry 
John 
| with 
er of 
ip to 
me of 
ore. 


Shoes 
1g in 

and 
tings- 
Roye 
he G. 
Ars as 


ateran 
pened 
venue. 
y and 
have 
apany 


y fea- 
ive to 


rol'na 
now 
ad :d- 
. Gay 
re. 


BOOT AND SHOE RECORDER, April 28, 1934 


“CORKED” LEATHERS 


P , Mass.—Boarding leather goes on 
briskly here. Skilled craftsmen are working out 
new grains, and they roll the leather under 
the cork board. Some call it “corked” leather. 
The craftsman straps a cork board to his fore- 
arm, and with it rolls out grains according to 
his skill. It’s rated as a hand finished stock. 
Demand for it has set in strong of late. 


Four Pairs Shoes 


CHICAGO, ILL.—If Dad wants to be in 
the swim this season he’s got to pro- 
vide himself with at least four pairs 
of shoes, according to F. W. Cox at 
Stetson’s. This is the sales talk and 
it’s pretty persuasive. One pair of 
fexther weight black oxfords, one pair 
of tan or brown feather weight ox- 
fords, an all white shoe for dress-up 
and a two-tone sports shoe for sports 
and semi-sports. That Dad is respond- 
ing to this reasoning is proved by the 
activity that tans and browns are show- 
ing this season. “They are very strong,” 
says Mr. Cox, “with preference for the 
medium shades.” Dad is also beginning 
to nibble pretty strong on the white 
and sports shoe bait, too, is the report. 


New Elaborate Booklet 


CHIcAGO— An elaborate series of 
twenty-four pictures were taken in the 
shoe departments of the Boston Store 
recently. These included pictures of 
crowds circling through the “Street of 
Little Shops”; various views of the 
“shop” interiors; the chiropodists at 
work; customers having their feet 
pediographed, x-rayed and just plain 
fitted; firemen trying on shoes; and 
some general views. These pictures are 
to be included in a smart little pam- 
phlet which will tell the complete story 
of the Boston Store foot-health quar- 
ters. Over 100,000 of these booklets 
will be sent out to an interested mailing 
list, according to A. Sachs. 


Cut Sole Margins 


LYNN, Mass.—The price margin be- 
tween grades on cut soles is narrower 
than for many a year. Low grade soles 
are rising. Some are already up three 


cents. Better grade soles are status 
quo, or not much of a change. Only a 
penny or two is now the margin be- 
tween the cheap and the better grades 
in some runs of soles. So it may be 
better for the shoemaker to pay the 
penny or more and work into better 
grade shoes. A penny or so more for 
a pair of soles often adds a dime or 
more to the value of the shoes. 


Adds Men’s Shoes 


ATLANTA, GA—Sam and Baron 
Asher, well-known Atlanta retail 
¢lothiers, have added a shoe department 
to their store, located at the rear, where 
complete equipment has been installed. 


New Ornament Firm 


Bronx, N. Y.—The Bow Art Com- 
pany, 903 Home Street, has been estab- 
lished to manufacture fine quality bows 
for the shoe trade. These bows are 
made in all the popular colors and com- 
binations of colors, to retail at popular 
prices. Salesmen are now calling on the 
trade, and the firm is represented in 
New York by Harry Levinson, sales 
manager. 


Reopens Routzahn Store 


SPRINGFIELD, OHI0—The L. Floyd 
Routzahn Shoe Store, which was re- 
cently organized by L. Floyd Routzahn 
who has been actively engaged in re- 
tailing shoes here for 35 years, opened 
recently at 9 South Fountain Avenue. 
The store was closed on Feb. 23, to 
permit a complete remodeling and 
rearrangement of the store. 


Peters Shoe Store Opens 


Locan, UTaH—The new Peters Shoe 
Store draw a crowd large enough to 
keep six clerks continuously busy on 
their formal opening. Heavy Easter 
business was reported by William R. 
Christiansen, manager. The College 
Boot Shop formerly in this location 
transferred its stock to Z.C.M.I. in Salt 
Lake City who operated it. 


Store Incorporates 


CoLuMBuUS, OHIO—Papers have been 
filed with the secretary of state 
chartering the Walters Shoe Co. of 148 
East Broad Street, to deal in shoes and 
hosiery at retail. The incorporators 
are David Walters, Howell Walters and 
Elizabeth A. Walters. This company 
has been operating as a partnership for 
years and is one of the oldest retail 
concerns in Columbus. 


New Department 


PASADENA, CALIF.—H. O. Hanson is 
the manager of the new Wohl shoe 
department in Maxime’s at Pasadena. 
Mr. Hanson was formerly assistant 
manager of the Wohl department in 
Walker’s, Los Angeles. The new de- 
partment here has a basement location, 
has modern furniture and fixtures. 


Large Sign 

INDIANAPOLIS, IND. — Marott’s Shoe 
Shop have just erected the largest Neon 
sign in Indiana and one of the largest 
in the central west. The sign covers 
the entire front of the seven floor build- 
ing, and can be seen for squares east 
and west on Washington Street. It first 
was thought impossible to erect so large 
a Neon sign, but Mr. Marott insisted 
that it was not impossible. It is only 
a step farther in the march of progress 
of which the veteran shoeman is a 
leader. 


EVANS’ 
Sly 
OXFORDS 


are superior 


No. 1360 Smoked E 

No. 1357 White Elk 

No. 1365 Brown Elk 
Drill Lined 


o. 1368 White Elk 
Black Calf Saddle 
White Elk 


Tan Calf Saddle 
No. 1370 All White Elk 
Kid Lined 


$2.65 


IN STOCK 


The “woods are full” of Cuban 
type crepe soled sport oxfords— 
but there is only one ‘“Hy-Lo”— 
made the Evans’ way. Being turn 
specialists we naturally employ 
part of the turn method of con- 
struction. The full grain leather 
innersoles are turn-stitched to the 
upper, with the double crepe 
soles cemented under heavy pres- 
sure. The result is a shoe of ex- 
ceptional sturdiness, lightness 
and flexibility. You can sell them 
with assurance of satisfaction. 


L-B: EVANS’ SON 
COMPANY 
WAKEFIELD, MASS. 
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WHERE TO BUY 


Women’s Shoes 


X4278 White Kid 1.85 
X4288 White Linen $1.60 
19%/8 Louis Heel. Cuban Heel. 
only. 
Send for stock Bulletin. Terms 2% 10 days; Net 30. 
HANNAHSON’S SHOE CO. Haverhill, Mass. 


KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.35 


GEND FOR CATALOG 
VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Ce.) 


WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM 50}: 


SIMPLEX SHOE TREES PLLA 


Dimplex 


Moving Store 


CLEVELAND, OHI0—J. B. Perko, who 
has been operating the Noble Heights 
Shoe Company for the past eight years, 
is moving his store to 13912 St. Claire 
Avenue, about May 1. The new store 
will be known as the Perko Shoe 
Company. 


Opens Store 


INDIANOLA, Iowa—Hosea Trimble has 
opened a shoe store in the former T & 


J Bootery location. 
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INSTALLS NEW STORE FRONT 


HARTFORD, CONN. — Battey’s Shoe 
Store, Inc., has completed the first step 
of its remodeling program, installing 
an entirely new store front which 
greatly improves display facilities and 
adds to the attractiveness of the es- 
tablishment. Two columns which for- 
merly divided the front have been re- 
moved and a 30-foot girder substituted. 
Recessed windows have been installed, 
with a base and side-panels of black 
Carrara glass, and a large sign in alu- 


Two Tones Popular 


Los ANGELES, CALIF.—Paul Jesburg, 
manager of a group of Walk-Over 
Shops in southern California, is finding 
two-tone brown oxfords very popular 
with men who want a second pair of 
shoes for early summer wear. Plain 
white is, of course, in dominant demand 
for the “first” pair, thirty per cent of 
the shoes sold in March being white, 
the demand coming earlier than last 
year. In the combination for the “sec- 
ond” pair a beige body and brown trim 
is meeting with favor while the plain 
brown is still going over pretty big. 
As the season advances Mr. Jesburg 
fully expects this plain tan oxford to 
gain rapidly. 

The demand for ventilated shoes was 
never so strong in the Walk-Over 
stores, he states. 

In women’s shoes extreme sandals 
are selling well only in popular prices. 


Sports Selling Early 


CHICAGO, ILL.—Lots of sports shoes 
are selling earlier than usual in the 
men’s section at the Davis Store, says 
W. B. Jackson. Black and white com- 
binations are very good also two-tone 
tans. An all-round sport shoe in all 
white with thick crepe sole and spring 
heels will be a big seller, it is predicted. 
Tans are much better than last year. 
Right now the new sorrel brown is be- 
ing shown. This color is of especial 


minum letters on a background of Car- 
rara. 

The floor of the vestibule is of spe- 
cial non-slip tile construction. Com- 
plete alteration of the store interior 
will be undertaken this Summer, ac- 
cording to William B. Berry, president 
and general manager. The business 
was founded in 1909 by the late Wil- 
liam R. Battey, and Mr. Berry was his 
only employee. Mr. Berry became head 
of the company following Mr. Battey’s 
death in 1923. 


interest, says Mr. Jackson, as it takes 
a fine shine which is a good selling 
point in the muddy Spring weather 
that Chicago usually has. 


More Shoes With Lacings 


Boston, Mass.—More women are 
lacing up shoes these days. Stores 
report the largest sales of dress ties 
and sport oxfords for many a Spring. 
Straps that button, or buckle, are 
fewer. Just a change in style, that’s 
all. New Fall sample lines from the 
factories, already shown here, are 
strong on lace patterns, ranging from 
one to seven eyelets, and forecasts are 
heard that 60 per cent or more of the 
Fall orders will call for shoes to be 
laced. 


Pre-Roughing Welting 

Boston, Mass.—Harold A. Osborne, 
of the United Shoe Machinery Corp., 
has secured patents on a method of pre- 
roughing welting, especially for mak- 
ing cemented welt shoes, and has as- 
signed his patents to the United Shoe 
Machinery Corp. 


Cohn Managing Normal Store 


East ORANGE, N. J.—Harry W. Co- 
hen heads the Normal Shoe Store, 
which has opened at 576 Main Street. 
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ACTIVE NEW DEPARTMENT 


has a “corner” on 


Cool Shoes 
at |.79 pair 


New sandals have come to join this gay 
collection of blissfully cool linen shoes! 
They're all white and they'll do dashing, 
sporting things to your daytime frocks, 
Of course you know that they can be dyed 
any color you want! 


Oxfords Sandals 


Straps 


Miami, Fla—Burdine’s, Miami, created a new 
shoe department and called it the “LINEN 
SHOE SHOP.” It is on the first floor occupying 
a space perhaps six by fourteen feet. Only one 
price shoe is offered, $1.79, but it is shown in 
several models. Examples of what can be done 
through dyeing these shoes to match frocks are 
displayed in the countercase. Several hundred 
dollars worth of business is done in this de- 
partment every day demonstrating that it has 
an appeal to the customer. Opening ad is re- 
produced above. 


Installs Air Cooling System 
New ORLEANS, La.—An air refriger- 


_ation plant has been installed by the 


Allen Shoe store. This is the sixth 
store in the city which has installed 
an air-cooling system. The temperature 
of the store will be regulated to insure 
maximum comfort to customers. The 
system insures minimum humidity. 


Promotes Men’s Lightweights 


Los ANGELES, CAL.—Young’s Speedy 
Shoes store, located at 514 S. Broad- 
way, is promoting lightweights in calf 
and kid for late Spring and even early 
Summer wear by a big pair of make be- 
lieve cut-out balances on the window 
background. On one side of the bal- 
ances is the photograph of one of 
Young’s lightweights and on the other 
side the photograph of “an ordinary 
shoe,” the position of the indicator 
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shows how much lighter the former is 
than the latter. 

Whites, chiefly in buck, are displayed 
just inside the entrance under an arti- 
ficial canopy, the color of a beach um- 
brella, the background of which is a 
painting of a group on the beach about 
to enjoy a picnic lunch. The shoes are 
lined up artistically in front of this set- 
up and there is a hint at a picket fence 
projecting from each side. 


Mid-Line on Soles 


Boston, Mass.—New Spring oxfords, 
for men, in high grade stores here have 
a mid-line on the bottom, and the fore 
part finish is darker on one side of 
the mid-line than on the other. The 
mid-line passes exactly through the 
center of the heel seat, the ball line and 
the toe. It’s a tread-straight idea. 


Bakelite Toe 


Saucus, Mass.—A bakelite box toe, 
for armoring work shoes, is just pat- 
ented by Helmer J. Josephson. Bakelite 
is a phenolic product, hard and firm, 
and it’s much used in electrical equip- 
ment. 


Opens Foot Comfort Shop 


DENVER, COLO.—Cramer’s Foot Com- 
fort Shop, Inc., is under the manage- 
ment of David L. Cramer. Mr. Cramer 
is a graduate of the National School 
of Orthopraxy of the Foot, and has 
had widespread experience in the cor- 
rective line in Denver. 


TRADE LITERATURE 


Bates Catalog An Eyeful 


WEBSTER, Mass.—The Bates Shoe 
Company has added many new and at- 
tractive numbers to their line. These 
are fully described in their new “Style- 
Steppers” catalog. The “Rhumba,” a 
light-weight leather shoe, with a soft 
but extra trick rubber sole, seems to 
outsell all others. This shoe is perfectly 
adapted to many of the outdoor and in- 
door sports activities. It has not only a 
lot of style but is comfortable too. 

Bates’ new all-white and white com- 
bination sport shoes are outstandingly 
smart. The wing tip seems to lead in 
popularity—this has a natural sole and 
heel edge. The plain toe is a strong 
second. 

Of particular interest are their new 
and original colored suede oxfords, 
which are predicted to be the vogue for 
wear with informal “roughing it’ suits 
—such as attending the races and other 
vigorous outdoor diversions, where the 
smooth-finished leathers would not be 
quite so suitable. 

The resourcefulness of their Kanga- 
roo leather department is portrayed in 
their black boots, known as “Adjusto- 
Arch” shoes. These have very shapely 
lasts, and the famous Bates Adjust- 
Arch makes it possible to put extreme 
comfort of correct arch-height into the 
hands of the wearer. 


16 OZ. USUAL 
WEIGHT 


HAND TURNED 
OXFORDS 


offer more 
foot comfort 


No. 1243 Men’s 
White Lintex 
9 Iron turned sole 

Leather heel— 

Leather quarter lining 

A to D—6 to 11 


$2.65 


This shoe weighs ounces 
lighter than comparable 
welts. 


IN STOCK 


The contrast between the lightness, 
flexibility and comfort of a turn—and 
the weight and stiffness of a welt—is the 
reason why Evans’ Summersense’ White 
Lintex Oxfords are a summer selling 
success. Already dealers who sold them 
last summer are reordering. They meet 
the need for a contrast shoe for wear 
with the increasingly popular linen and 
Palm Beach type suits. 


Makers of a complete line of 
house slippers for men and 
women. 


e 
EVANS’ SON 


COMPANY 
WAKEFIELD, MASS. 
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WHERE TO BUY 


Children’s Footwear 


MRS. DAY’S IDEAL BABY SHOES 


Flexible Hard Seles. .2-8 
Bend fer In-Btock 
Osteleg 


MRS. DAY'S IDEAL BABY 
Locust St. Danvers, Mass. 


WHERE TO BUY 
Sandals 


MONK SANDALS 
THE HIT OF THE FLORIDA SEASON 
IN STOCK 


E. B. PIEKENBROCK & SONS CO. 
DUBUQUE, IOWA 


HERE IT IS! 
that sandal for 
Leisure Hours 
with wood sole 
that BENDS. 


Gingham checked 
cutouts blend with 
any color scheme. 


High or Low 
Heel. 
Rocker or Flex- 
tble Wood Sole. 
Sizes for 


all ages— 
width. 


Fit any 
| REESE WOODEN SOLE SHOECO. Inc. 


Columbus, Nebraska 


Bender’s Opens 


ATLANTA, GA.—Dr. F. V. Bender, 
well-known Atlanta shoe man, has 
opened his own shop, under the name 
of “Bender’s,” in the Peachtree Arcade 
Building. Dr. Bender, who was for- 
merly connected with the Foot Health 
Shop, will handle Cantilever and the 
Physical Culture line of shoes for chil- 
dren, it is announced. 


Closes Out 


PASADENA, CaL.—Austin Brothers 
Shoes, Ltd., store closed its doors April 
2. The store moved to Pasadena from 
Hollywood more than two years ago. 


BOOT AND SHOE RECORDER, April 


28, 1934 


EAGLE OTTAWA LEATHER CO.’S GIRLS BASKETBALL TEAMS 


GRAND HAVEN, MicH.—Above is a 
picture of the Eagle Ottawa Leather 
Company’s girls basketball teams. 
Arthur Linquist, who is standing at the 
left of this picture managed the teams, 
is also president of the Athletic Asso- 
ciation which is sponsoring basketball, 
ping-pong, baseball, playground ball, 
tennis, bowling, volley ball, deck tennis 


Ww 
Qo 


and any other sports the employees are 
interested in. Trumon Pippel, standing 
on the right coached the two girls 
teams. Julian B. Hatton, 2nd vice-presi- 
dent of the company is an ardent sup- 
porter of sports for the employees, and 
has organized a similar association for 
the Whitehall plant. 


Add Children’s Department 


DENVER, CoLo.—The new store of 
the Lorber Shoe Co. on Sixteenth 
Street has added a complete Robin 
Hood department for children. The 
company has also just completed re- 
modeling of the complete front on its 
Fifteenth Street store. The walls are 
of Carrara glass in pastel shades. An 
unsual feature of the windows is the 
use of small mirrors at the tops of the 
backgrounds. They reflect displayed 
merchandise in an unusual manner. 


Delicate Perforations 


Los ANGELES, CAaL.—A delicate net- 
work of stitching and perforations give 
the decorative motif to a large group of 
white kid pumps and ties being shown 
in the Innes Shoe Company stores here. 
The price is $10.50. 

Any shoe in these numbers comes 
with either Spanish or boulevard heel. 
The artistic stitching decorations on the 
quarters have proved very popular both 
in the ties and pumps. 


Leases Store 


Newark, N. J.—The Rogers Bootery 
Co. has leased the store at 4 West Park 
Street. Irving Rothman heads the 
concern. 


Moves Departments 


MiaMI, Fta.—Shoes have been 
brought from the second floor of the 
Marks Department store and located 
on the first in a choice space between 
two entrances. The new department is 
very smartly gotten up with a fancy- 
chair section for children. The base- 
ment continues to handle the “bargain” 
stock. 


Adds Children’s Shoes 


PASADENA, CaLir.— A. S. Cockrell. 
manager of the shoe department in 
Hertel’s, has added a stock of children’s 
shoes. Previously women’s shoes only 
were handled. 


Josselyn Shoe Store Opens 


INDIANOLA, Iowa—Percy Josselyn 
opened the Josselyn Shoe Store here. 
He has been identified with the shoe 
business for more than 25 years. 


Opens Store 


Newakk, N. J.—Albert J. Baron and 
Samuel Lunsky have opened a retail 
shoe store at 166 Halsey Street, trading 
as The Jerrod Shoe Store. 
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The BEST “BUY” in How can 


NEW YORK HOTELDOM 


A COMBINATION of every 
thing you desire in a hotel a 
amazingly low rates—perfect lo 
in the heart of Times 
. adjacent to all 
theatres .. . New York's newest 
extra large rooms— 
many windows—large closets— 


cation 
Square . 


hotel . .. 


comfortable furnishings. 


1000 ROOMS 
1000 RADIOS 


Rooms from $9.50 a day 
Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 


New York 


OWNERSHIP MANAGEMENT 


1000 BATHS 


sure you are buy- 
ing Economical 


Seating? 


OU buy economical seating when A good looking chair priced 
you buy “American” Interlocking 
Seating. Cost is no more in the beginning and less in the end. 
More chairs can be set up per square foot. That means lower 
chair cost per square foot of floor space. Better service for more 
customers. They are roomier, more comfortable, more inviting. 


you be 


Model No. 7480 


surprisingly low. 


Attractive coverings add a touch of color that buyers like. Before 
you buy, let our designers and draftsmen suggest an efficient 


seating arrangement. Simply forward rough floor plan. 


“AMERICAN INTERLOCKING CHAIRS 


Send for your copy of 


“New Styles in Shop Seating” 


A 32 book of helpful suggesti 

Proved facts on the advantages of Interlocking 

type seating. Have it ready for reference when 

you are ready to buy. Copy mailed free. 
Address Dept. BS4 


American Seating Company 


Makers of Seating for Shoe Stores, Schools, 
Churches and Public Auditoriums 


General Offices: GRAND RAPIDS, MICHIGAN 
Ww Branches in All Principal Cines 


OBITUARY 


Joseph H. Wichert 


BROOKLYN, N. Y.—Joseph H. Wich- 
ert, 78, died suddenly Friday, April 20. 
Mr. Wichert was without doubt one 
of the best known shoe men in the 
country. For more than 40 years he 
was an outstanding manufacturer of 
women’s fine footwear in Brooklyn. The 
old firm of Wichert & Gardner was 
long a great shoe trade name. This 
was dissolved in 1928, when the firm 
of Wichert, Inc., came into being. For 
the past eight months, Mr. Wichert 
was associated with the Biltmore Shoe 
Co. as New York City salesman. Burial 
was from his home at 109-21 197th St. 
Hollis, Long Island. He is survived by 
his wife and daughter. 


Allen C. Humphrey 


Boston, Mass.—Allen C. Humphrey, 
72, who had been engaged in the retail- 
ing of fine shoes in this city for the past 
42 years, died at his home in Dor- 
chester following a long illness. 

He was born in Barnston, Canada, 
where he was educated. He came to 
Boston when he was 17 years old, ob- 
taining a position with a Boston shoe 
concern. In 1892 he went to work for 
the T. F. Mosely Company, where he 
remained for 10 years until he became 
associated with the firm of Thayer, 


McNeil & Hodgkins. He was connected 
with the latter organization over a 
period of 32 years. 

He was a member of the Second 
Church in Dorchester, and at the time 
of his death was one of the deacons. 
He was a past grand f Norfolk lodge 
of Odd Fellows, a past patriarch of the 
Shalom encampment and a member of 
the Crescent lodge of Rebekahs. 

He is survived by his widow, Mrs. 
Grace B. Humphrey, and a son, Harold 
C. Humphrey, of Phoenix, Ariz. 


M. C. Dube 


FALL River, MAss.—Moise C. Dube, 
for many years connected with the shoe 
business of this city, died at a local 
hospital after an illness of but a few 
days. 

He had been a shoe salesman for sev- 
eral years and conducted his own shoe 
store here for many years. 

He is survived by his widow, six 
daughters and four sons, one of the 
latter being Oscar J. Dube, buyer and 
department manager of the R. A. Mc- 
Whirr Co. shoe department of this city. 


Charles Cort 


IRVINGTON, N. J.—Charles Cort, 71, 
of 75 Harrison Place, died at his home 
after a short illness. He came to this 
country 60 years ago from England 
and was head of Charles Cort, Inc., 
shoe manufacturers in Newark. He was 
a member of Salaam Temple and Rose- 
ville Lodge, F. and A. M. 


He leaves his wife, three sons, Robert 
of Maplewood, William of Newark and 
Walter of Irvington; two brothers, 
Harry of Irvington and Ulysses of 
Newark and two sisters. 


James A. Geohegan 
PENN YAN, N. Y.—James A. Geogh- 


egan, operator of the Brown - Bilt 
Shoe Store with Samuel Perry, died at 
his home there, aged 36 years. 
Previously Mr. Geoghegan had been 
connected with the Endicott-Johnson re- 
tail shoe store in Penn Yan. He is sur- 
vived by his mother and a brother. 


Thomas B. Jack 


WELLSVILLE, OH10O—Thomas B. Jack, 
aged 84, pioneer shoe merchant of 
Wellsville who operated a retail shoe 
store for about 56 years, died recently. ° 
He was born in Kittanning, Pa., and 
opened his first store in Wellsville on 
Riverside Avenue in 1877. In 1900 he 
moved to the Public Square. 


J. Phil Lorey 


DETROIT, MicH.—J. Phil Lorey, 42, 
died at his home following an illness of 
a year. He was representative of the 
Selby Shoe Co. in Michigan, Indiana 
and Ohio for the past 26 years. For a 
short time before his illness, he was 
with Rich & Vogel in the same terri- 
tory. He is survived by his wife and 
three children. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


CHASE & SONS, INC.. 
AVERHILL, MASS. 


Priced from $1.75 


Kid Pullman Slippers 
colors and black witb 
nap Pocket 1.35 
pper Pocket $1.50 


WHERE TO BUY 
Dancing Shoes and Taps 


TAP SLIPPERS 
with Taps 
One strap 1.65 
Black Kid + Ribbon t: 
One strap 1.85 
Leather Ri tle 50 
BROOKS SHOE MFG. CO 
Swanson Sts. 


& Ritner 
Philadelphia 


$1 
OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 


New Potter Site Selected 


CINCINNATI, OHIO — Officials of the 
Potter Shoe Co. announced that the new 
location of the store would be at 24-26 
east Fifth Street, about one block east 
of their present location. A twenty-year 
lease for the property has been signed. 

The new store will occupy six floors 
and extensive improvements including 
new front, additional elevators and a 
modern lighting system will be made. 


Store Is Moved 


Los ANGELES, CAL. — Mandell 
Brothers have closed out their shoe 
store in Pasadena and opened a new 
one at 4627 S. Broadway, Los Angeles. 
The new store is a family store fea- 
turing medium price shoes. 


BOOT AND 


Observes Anniversary 


Los ANGELES, CAL.—Wetherby-Kay- 
ser, quality shoe company operating 
four stores in Los Angeles and one in 
Pasadena, is celebrating its forty-ninth 
anniversary this month. 


FRANK BUSH 


F. Bruce Wetherby, pioneer shoeman 
of Southern California, established his 
first store in Pasadena in 1885. He was 
joined by Fred R. Harris a little later. 
Later Mr. Wetherby bought out his 
partner and the firm was known as the 
Wetherby Company until Emil Kayser 
was taken in as a partner..- 

Back in the 90’s the partners estab- 
lished their first store in Los Angeles 
and their program from then on was 
one of constant growth and expansion. 

Frank Bush, now widely known as a 
buyer and expert on style selection, 
joined the organization back in those 
early days and is still the buyer for 
all stores. 


Color Card Association 
Holds Election 


New York, N. Y.—At the annual 
business meeting of the Textile Color 
Card Association, held yesterday morn- 
ing at the headquarters of the Associa- 
tion, 200 Madison Avenue, all directors 
were reelected for the coming year, as 
follows: Charles Pinnell, Roy E. Tilles, 
Armand Schwab, Alfred L. Simon, W. 
Robert Blum, William Hand, Edward 
S. Johnson and J. Laird Schober. 

Allan C. Jacobson of J. P. Stevens & 
Co., was elected a director to fill the 
vacancy caused by the resignation of 
Albert L. Gifford of the Worumbo Com- 
pany. Mr. Jacobson will represent the 
woolen industry on the color organiza- 
tion’s Board of Directors. 

At a meeting of the directors held im- 
mediately after, all present officers were 
reelected as follows: 

Charles Pinnell, president, Fred But- 
terfield & Co.; Roy E. Tilles, first vice- 
president, Gotham Silk Hosiery Co.; 
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Armand Schwab, second vice-president, 
Armand Schwab & Co.; Alfred L. Si- 
mon, treasurer, Alfred L. Simon & Co. 
Margaret Hayden Rorke was re- 
elected secretary and managing di- 
rector. 


HAND POLISHED SOLES 


Boston, Mass.—Thayer, McNeil have new 
men’s oxfords with hand polished soles, the 
shoes also being hand lasted and hand sewn. 
The crispins rubbed up the bottom to a mirror 
gloss. In the gloss are waving lines, sort of 
light streaks, which prove beyond a shadow 
of a doubt that the bottoms were hand finished. 
Prices $16.50 a pair and up. 


Eightieth Anniversary 

PITTSBURGH, Pa.—The Wagner Bros. 
Shoe Company during the month of 
May will celebrate their eightieth an- 
niversary. A brief history of this firm’s 
progress is as follows: 

The business was established in 1854 
by Peter Wagner at Sharpsburg, Pa. 
Shortly afterwards he was assisted in 
this enterprise by his three sons, J. H. 
Wagner, S. N. Wagner and Leo. J. 
Wagner. 

In 1896 the business was expanded to 
include a wholesale division which is 
conducted at 429 Liberty Avenue, Pitts- 
burgh, Pa. 

The business was incorporated in 
1914 and in 1920, on account of the 
change in merchandising conditions, 
other retail stores were established un- 
til eight in number were serving the 
demands of the greater Pittsburgh com- 
munity. 

The Wagner Bros. Shoe Company 
upon this occasion of their 80th anni- 
versary carry the proud distinction of 
being the oldest business firm in the 
borough of Sharpsburg. 

“The Boot & Shoe Recorder has al- 
ways been one of the main sources of 
inspiration of the Wagner Bros. Shoe 
Company, having subscribed to this 
publication from its beginning,” says 
M. H. Wagner. 

The present officers of the organiza- 
tion are as follows: S. N. Wagner, Sr., 
president; Myron H. Wagner, vice- 
president; S. N. Wagner, Jr., treasurer 
and Jos. A. Wagner, secretary. The 
headquarters of the firm at the present 
time is located at 429 Liberty Avenue, 
in the heart of the retail district of 
Pittsburgh. 


Kirsh Goes to Robinson’s 


Los ANGELES, CAL. — Paul Kirsh 
who has been connected with Gude’s, 
Inc., for the last eleven years, several 
years as buyer of style shoes, has re- 
signed his position and is now buyer 
and manager of the women’s shoe de- 
partment of the J. W. Robinson and 
Company’s department store. He suc- 
ceeds L. D. Maupin who had been buyer 
at Robinson’s for several years. 

Mr. Kirsh is succeeded at Gude’s by 
Edwin Ware who has been connected 
with Gude’s for four years and who is 
a son-in-law of Al Gude, the proprietor. 
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“How nice 


they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat, 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is Furnished in white, gray, fawn 


and other appealing colors. 


REG.U.S. PAT.OFF. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 


ANTED: EXPERIENCED SHOE SALES.- 

MAN by old reliable factory to cover the 
following territories: Montana, North and South 
Dakota—Iowa and Nebraska—Washington, Ore- 
gon and Idaho—Oklahoma and Arkansas—Mis- 
souri and Kansas—Ohio and West Virginia— 
Florida, Georgia and North 
and South Carolina—Texas. We € a com- 
plete line of COMFORT TURN’ SHOES— 
WELTS—and UCO, the new lock-stitch process. 
We pay 7% commission—5 % advanced on ac- 
cepted orders, and settlement semi-monthly on 
shipments. In making application, give full par- 
ticulars regarding past experience with refer- 
ences. Address D-716, care Boot & Shoe 
iiiwoue 209 South State Street, Chicago, 

inois 


SALESMAN for fast selling line shoe-dressing 
(Carnation White, Whitem, and Leather 
Glo) in Chicago and surrounding territory to 
shoe stores, department stores, drug stores, etc. 
Also other large cities, 10% and 15% commis- 
sion. Sampson Chemical Co., 3713 Roosevelt 
Rd., Chicago. 


ALESMEN: LOW PRICED WOMEN’S 

SPORT SHOES NOW _IN BIG DEMAND. 
SELL TO WELL RATED ACCOUNTS IN 
CASE LOTS ONLY; STRICTLY COMMIS- 
SION BASIS. STATE TERRITORY AND 
FOR WHOM NOW SELLING. ADDRESS 
D-715, CARE BOOT & SHOE RECORDER, 
39th STREET, NEW YORK, 


ALESMEN—Experienced—-Women’s popular 

priced fast novelties. Illinois, Michigan, Con- 
necticut, Ohio and Carolinas, commission, ref- 
erences. B. C.. Samuels Shoe Corp., 115 West 
Broadway, New York, N..Y. 


POSITION WANTED 


AMBITIOUS young man with ten years’ de- 
partment store experience in every branch of 


At present employed as 
department store. Wants 
to improve position. Highest references. Ad- 
dress D-710, care of Boot & Shoe Recorder, 209 
South State St., Chicago, Ill. 


retail shoe business. 
b 


PRESENT buyer and manager of ladies’ high 
grade shoe department will make change if 
salary offer is justifiable. Married, age 33, ex- 
ecutive ability, 15 years’ active experience, rec- 
ord excellent, progressive ideas, just the man 
for exclusive department. Address D-708, care 
Boot & Shoe — 239 West 39th Street, 
New York, N. 


please communicate with 


ADVERTISING AND SALES DIRECTOR NOW EMPLOYED 
WANTS 


—a ladder wtth rungs 
AT THE TOP! 


—an opportunity to climb, on the merit of accomplishment—a 
chance to expand: to plan productive promotional ideas, and carry 
them thru to a profitable completion. 


15 years of soundly seasoned experience in the fine shoe field is 
his background: profitable years for his company, successful years 
for both. His copy is well known to you. 
advertising featured are nationally prominent. 


If you can offer the opportunity and are interested in this executive, 


D-712, CARE BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


The trade names his 


SHOE window dresser with ability to construct 

and assemble own displays wishes work in 
Los Angeles, California. Ten years’ association 
with Wise Shoe and A. S. Beck. Also good 
salesman. Address D-713, care Boot & Shoe 
ale 239 West 39th Street, New York. 


MAINTENANCE man who has_supervised,. 


built and bought the finest fronts and com- 
plete interiors for leading chain stores, de- 
sires position anywhere. Can also plan and 
design. Address D-711, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


LINE WANTED 


THE undersigned is a British born subject, 35 
years old, with over 18 years’ salesman ex- 
perience, coming to India in 1922. I have good 
connections and know the market well. I would 
like to act as agent in India for some well 
known American shoe manufacturer. Can fur- 
nish excellent references. C. Easterbrook, 2 
—- Place, Parliament St., New Delhi, 
nda. 


LINE WANTED 


COMFORT LINE WANTED. The under. 
signed has covered the Southern territory for 
some years with consistent service. Is at pres- 
ent traveling Kentucky, Tennessee and Alabam: 
territory and is desirous of securing a good 
side line of women’s comfort shoes. Sales hav: 
amounted to $200,000 a year. Can also handl: 
a good line of men’s popular price welts. Best 
of references furnished. For further pdarticu- 
lars address D-714, care Boot & Shoe R:- 
corder, 239 West 39th Street, New York, N. Y 


WANTED: A line of women’s novelty shocs 
to retail for $2.00 to $3.00, on commission. 
for Alabama and Georgia. Factory line pre- 
ferred. References given. Address D-709, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


POPULAR priced Work Shoes to sel! Chains, 

Volume Buyers and well rated Ind dents in 

South Eastern States. Strongly Established an/ 

Highest Standing. Address D-717, care Boct 

239 West 39th Street, New 
or! 


Minimum charge 75 cents. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&> Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 


When writing advertisers please mention Boot and Shoe Recorder 
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HOTELS 


BUSINESS OPPORTUNITY 


WE BUY 
Entire or Surplus Wholesale and Retail 
8 randed Shoes such as 
Florsheim, Enna-Jettick, Vital- 
Arch Preserver, Queen Qual Bos- 


IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


POSTER @ DEUTSCH 
436 Grand St., New York City 


Phene Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 


Buyers of Surplus Stocks 


We will lus entire stocks ef shoes 
trom’ memutacturers,” obbers 


retallers. 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phene Werth 2-5377 and 5378 


‘BOSTON... 
Stay at the 


vn St. Louts tts 
Hotel 


& ST.CHARLE 


‘91H & WASHINGTON 
4 50 and up 


At Kenmore Subway. 


All U. S. Routes lead 
to the Kenmore. 


Modern, comfortable . . . convenient 
to shopping, business, the theatres. 
Ample parking spaee. 


© Outside rooms, each with tub, 
shower and circulating ice water. 


© Excellent food, moderately priced, 
in the Empire Room and English Grill 
Room and Bar. 


Write for Booklet—’“Historical Boston’’ 


HOTEL KENMORE 


Commonwealth Ave. at Kenmore Sq. 
COLYAR P. DODSON, Manager 
One of Boston's Newest and Finest Hotels 


Specially Featured Shoes 


Cuicaco, Inu.—F. E. Foster and Co. 
are featuring a couple of high steppers 
right now. One is a T-strap sandal 
with a rick-rack stitching heavily ap- 
plied. It comes in blue, black and 
brown and in patent leather with con- 
trasting stitching. Price is $15.00. The 
other is a sandal with the straps form- 
ing an interesting diamond pattern. 
This is in blue or in brown kid. It 


sells for $12.00. In the young people’s . 


section is a brand new number which 
will be equally good for women as it 
provide comfort without being too ju- 
venile. It was designed especially for 
campus wear as the co-eds are reach- 
ing out for lower and for lower heels, 
it was said here. This model is in dark 
brown calf underlaid with champagne 
colored kid which shows through a pat- 
tern of perforations which considerably 
lighten up the shoe. It has two unusual 
side buckles. 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn b 
income in service fees. A new system 
foot correction: readily learned by any 
one at home in a few we — 


. Address 
21 Back Bay, 
ton, 


MERCHANTS’ NEEDS 


THE “BESTYLE” BOW 


To Retail from 50c to $1.00 


These leather bows are carefully constructed and 
are among the finest in the market. In ordering, 
state color combinations desired. CLIP ON EACH 
BOW. Prompt deliveries. 

$2.40 per doz. Pairs—Less 2-10-E.0.M. 


BOW-ART CO. 
903 HOME ST. BRONX, N. Y. 


HOTELS 


HOTEL PENNSYLVANIA 


ZIMECHESTNUT STS. 


WEEKLY 1529 MONTHLYS902 


600 ROOMS 600BATHS 
UNRESTRICTED PARKING 


DANZEL CRAWFORD IR. 


Flats Featured 


Inu.—O’Connor and Gold- 
berg have given over a large space in 
a conspicuous window to a bevy of 
“flats.” According to posters these are 
“Mediterranean,” “Nudist,” “Riviera” 
and “Cheerio.” They make a stunning 
cumulative effect which could not help 
but make the passer-by “flat” conscious. 


Harold W. Reed Resigns 


Sioux City, Iowa—Harold W. Reed, 
former president of the Northwestern 
Shoe Retailers Regional association, 
has retired from L. O’Harrow Co. of 
that city, and for the present at least 
is out of the shoe business. He is one 
of the best known shoemen in the trade 
in his State. 
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A BUYING GUIDE TO 
OUR ADVERTIVERY 
IYYUE 


Employment in March, 1934 


WASHINGTON, D. C. — Factory em- 
ployment and payrolls continued to ex- 
pand in March, employment increasing 
4.0 per cent over the month interval and 
payrolls increasing 6.9 per cent. 

The bureau’s index of factory em- 
ployment in March, 1934 (80.8), reached 
the highest point recorded since De- 
cember, 1930, and the index of factory 
payrolls (64.8) is the highest recorded 
since August, 1931. Increases in em- 
ployment between February and March 
have been shown in 12 of the preceding 
15 years for which data are available. 
An increase in employment, therefore, 
at this time is not unexpected, but in no 
previous year has the March gain been 
so pronounced as the increase regis- 
tered this year. Payrolls also normal- 
ly increase in March, as compared with 
February. In only one year, however 
(1920), has the March increase in pay- 
rolls exceeded the gain shown in the 
current report. 

Payroll reports were received in 
March from establishments in 90 of the 
principal manufacturing industries with 
3,445,732 employees and with combined 
weekly payrolls of $67,367,611 during 
the pay period ending nearest March 
15. The employment reports received 
from these cooperating establishments 
cover more than 50 per cent of the total 
wage earners in all manufacturing in- 
dustries of the country. 

Each of the 14 groups into which the 
90 manufacturing industries are classi- 
fied showed increases in employment 
and payrolls over the month interval, 
the most pronounced gains, 10.3 per 
cent in employment and 17.4 per cent 
in payrolls, appearing in the transpor- 
tation equipment group. The iron and 
steel group reported gains in employ- 
ment and payroll of 5.1 per cent and 
12.3 per cent respectively. The ma- 
chinery and nonferrous metals groups 
reported gains of 5.3 per cent and 5.9 
per cent. The gains in employment re- 
ported in the remaining 10 groups were 
2.1 per cent or more, with the excep- 
tion of the paper and printing group, 
in which employment increased only 
0.6 per cent. 


BOOTS AND SHOES 


Alden, C. H., Co., Abington, Mass........ 
M. N., Shoe Co., No. 
Ault-Shackford Shoe Co., 59 
Brooks Shoe Mfg. 78 
Brown Shoe Co., St. Louis, 46-47 


Co., Mass.. 7 
Chase, W. S8., Sons, 
Edwin, & Sons, Inc., 


conan Shoe Co., Brockton, Mass......... 39 
Curtis Shoe Ce., Marlboro, 37 
Drew, Irving, Co., Portsmouth, O......... 56 
& Co., Philadelphia, Pa. .3rd Cover 
Elam, F. . Shoe Co., Rochester, N. Y.... 65 
Corp., Endicott, N. Y..40-41 


Evans Son, L. B., Wakefield, 73-75 
Excelsior Shoe Co., Portsmouth, O........ 70 
Florsheim 10 
Freedman, A., & Sons, Boston, Mass...... 55 


Hannahsons Bee Co., Mass.... 74 


Hub Shoe Co., Boston, 58 
Ideal Baby Shoe Co., aie ae 76 
Jarman Shoe Co., Nashville, Tenn......... 12 
Miller, I., & Sons, Long Island City, N. Y. 9 
Mishawaka Rubber & Woolen Mfg. Co., 
2nd Cover 
Musebeck Shoe Co., Danville, Ill.......... 5 


Nunn, Bush & Weldon Shoe Co., Milwau- - 


O’Donnell Shoe Co., St. Paul, Minn....... 62 


Old Colony Shoe Co., Brockton, Mass...... 72 
Piekenbrock, E. B., & Sons Co., Dubuque, 
— Wooden Sole Shoe Co., Columbus, os 
Shaw, M. T., Inc., Coldwater. Mich....... 71 
Stacy-Adams_ Co., "Brock ton, Mass......... 4 
United States Rubber Co., New York 
Vaughan Towle Co., Wakefield, Mass...... 74 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Boston, Mass....... pices 1 
Hubschman, E., & Sons, Philadelphia, Pa.. 4 
Levor, G., & Co., New York City........ 2-3 
New Castle Leather Co., New York City... 1 


Northwestern Leather Co., Trust, Boston, 
38 


Ohio Leather Co., Girard, O.............. 51 
Surpass Leather Co., Philadelphia, Pa.... 68 


Young, Richard, Co., New York City..... 68 
Ziegel-Eisman, Boston, Mass......-....... 68 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Janvier, Walter, Inc., New York City..... 6 
United Shoe Machinery Corp., 


SHOE ACCESSORIES 


Bow-Art Co., Bronx, New York.......... 61 
Bros. Ladies Handbags, New York 
Simplex Shoe Tree Co., Chicago, Ill....... 74 


The largest percentage gains in em- 
ployment over the month interval were 
shown in the fertilizer and canning in- 
dustries, in which seasonal activities 
resulted in increases of 32.1 per cent 
and 24.8 per cent respectively. The lo- 
comotive industry reported an increase 
of 16.6 per cent in employment and the 
automobile industry showed a gain of 
11.38 per cent. Other industries of ma- 
jor importance in which substantial 
gains in employment were shown were 
as follows: foundry and machine-shop 
products, 6.5 per cent; knit goods, 4.9 
per cent; electrical machinery, 4.4 per 
cent; iron and steel, 4.2 per cent; men’s 
clothing, 3.7 per cent; cotton goods, 
3.3 per cent; Boots and Shoes, 2.9 per 
cent; and chemicals, 2.7 per cent. 


Brown Shoes for Men 


CHICAGO, ILL.—Walk Over’s is going 
strong on a window display of their 
Hylite browns for men with the result 
that the window publicity has pushed 
the brown sales up to 33 per cent of 
their entire sales while it has been in 
action. The most conspicuous place in 
the window was selected for this dis- 
play and the Hylites are shown in 
company with several pieces of Spring 
suitings which blend in with the shoes 
perfectly. Attention is called to the 
fact that this particular shade is an all- 
rounder and will go with any fashion 
color that a man may choose. “Natural 
with any brown; perfect with blue; 
ideal with spring tans; smart with 
grey; and, browns of every shade are 
good this season,” are the stories that 
accompany the various ensembles. 


STORE EQUIPMENT 


American Seating Co., Chicago, Ill........ 77 
Mohawk Carpet Mills, New York City..... 65 
Shoe Form Co., Auburn, N. Y............. 54 
Troy Sunshade Co., Troy, O............... 71 
MISCELLANEOUS 


Commercial Factors Corp., New York City.. % 


Hotel Edison, New York City............. 77 
Hotel Kenmore, Boston, Mass............. 81 
Hotels Mayfair-Lennox, St. Louis, Mo.... &! 
Hotel Pennsylvania, Phila., Pa...........- 81 
Hotel Piccadilly, New York 62 


Kirsch-Blacher Co., Inc., New York City.. °! 
Poster & Deutsch, New York City........ $i 
Rubin, Irving, New York City............ £1 
Stephenson Laboratory, Boston, Mass..... 81 
Willmark Service, Inc., New York City.... 32 


When writing advertisers please mention Boot and Shoe Recorder 


82 | 
| 
| 


BOOT AND SHOE RECORDER, May 5, 1934 


QUALITY IS REPUTATION 
Punched Sport Oxford, 
White Calf Trim. Nap Sole. 


The enviable reputation of KALI-STEN-IKS, so jealously guarded A. 6.3.90 


by every member of our organization, is builded on the rock 
foundation of QUALITY. Cognizant of the fact that no business 
can endure on the basis of sub-standard merchandise, we have 
created for your customers a shoe of unusual merit—quality 
made by expert craftsmen—and have added special and pat- 
ented features that insure longer @vear and accurate fitting 
... patented seamless bulb shaped heel, no seams to rip or tear, 
smooth inside seamless quarter, nailless heels, seamless vamps, 
3-point suspension, Metatarsal Arch. Sell your customers KALI- 
STEN-IKS as their guarantee of superior quality, 


highest value, and correct style—and you wiii win 
their confidence and appreciative @ K A | N | 


The Gilbert Shoe Co., Thiensville, Wisconsin 


NEW YORK 541 MARBRIDGE BUILDING © LOS ANGELES 327 GROSSE BUILDING 


‘Vol. 105. No. 9 Published every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second class matter, Sept. 10, 1925, ~ 
at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 


934 
shop — + * il 
pe e Cee ee e 
esult 
it of SS: 
n in 
ce in 7 O 
dis- 
n in | 
ring im 
shoes 1 | 
the 
all | 
shion 
tural 
blue; 
with 
» are | 
that i 
65 | 
,. 54 
@ _ 
1 
{ 
| 


running New Records 


One hundred and thirty-three man- 

ufacturers are now using equipment 

| for making Compo shoes. Forty-six 

post three months of these units dur- 
ing the past year. The record is one 

1933 : of constant, continuing increase. 

And present production figures indi- 


| cate ‘clearly that more Compo shoes 
hs O O O 9 O O O are being made, and will be made 
| this year, than ever before. 


pairs of @me0 shoes 


first three months 
1934 


TRADE MARK .- 


COMPO SHOE MACHINERY CORPORATION 


New York BOSTON St Louis: 
‘Columbus. O. Auburn. Me. 
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| What every merehant should know 


2 


GURATIVELY speaking, THe AMERICAN WEEKLY is the magic 
carpet for moving merchandise. If you want profitable proof of 
this, get behind the products advertised in this Mighty Magazine. 
It is read by more than 5,000,000 families, twice as many as read any 
other magazine. And it SELLS to these families, many of them 
living in your own trading area—many of them willing to be your 
customers if you SELL them the merchandise they see advertised; the 
merchandise they want! 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 


In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 

--. and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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CONSIDER 


Concealed under the brilliant and beautifully 
uniform surface of Colonial Patent are the 
elements that count most . . . the carefully 
selected, choicest raw stock of world markets 
. . . the most highly skilled labor under the 


supervision of the most able and experienced 


BOOT AND SHOE RECORDER, May 5, 


tanning executives .. . exacting and uniform 
grading of finished leather . . . and a constant 
and complete service of supply to the users. 
These unseen ingredients sum up in the 


word dependable . . . which fully character- 


izes this outstanding patent leather. 


COLONIAL PATENT 


COLONIAL TANNING comepnny 


BOSTON -MsfSS- 
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BOTH SIZE AND WIDTH 
NSTANTLY APPEAR ON 
THE DIAL- automatically 


THE 
MECHANICAL 
PRECISION 


WHY YOU SHOULD HAVE THIS MACHINE 


It leaves a very good impression with the customer . . . serves as a double 
check on scientific and accurate shoe fitting . .. thus reducing 
complaints and building business at the same time. 


There is no machine like this on the market today. This is not a piece of 
sheet metal with sliding gauges, rules, and notches that soon wear out. It 
is a durably constructed, though small and portable machine — exceedingly 
simple to operate. It registers all sizes from 2AAA to 13EE. 


It was offered last year at $12.00, exclusively to Dr. Scholl dealers. 


EVERY SHOE MERCHANT CAN NOW BUY ONE, TWO, THREE, 
SIX, OR AS MANY AS HE NEEDS IN HIS STORE 


Because we have now absorbed the initial cost of dies and manufacturing 
equipment, the prices have been reduced as per the above schedule. If 
= want to test one machine first—send us your order and it will be 
illed at $8.00. Address nearest office, THE SCHOLL MFG. CO., INC., 
213 W. Schiller St., Chicago, or 62 W. 14th St., New York. 


AUTOMATIC SHOE SIZER 


now obtainable at 


REDUCED 
PRICES 


PER 
SINGLE 
MACHINE 


2 machines 
4 machines 
6 machines 
12 machines 


See How It Works 


The customer places her foot on 
the machine. She arises. Clerk 
moves handle which automatically 
brings the plates in to the side and 
front of the foot. Instantly, with 
this one automatic movement, there 
appears on the dial—the correct 
size and width of the customer’s 
foot. 


Always the same, clock-like pre- 
cision. Full instructions accompany 
each machine. Made of case- 
hardened steel and there are no 
parts to get out of order. Worth 
ten times its price. 


When writing advertisers please mention Boot and Shoe Recorder 


5 
x 
3 
3 
4 
| 
rm 
prs. 


6 BOOT AND SHOE RECORDER, May 5, 1934 


NEVER BEFORE 


A Simultaneous Showing of 


FALL FOOTWEAR 
MAY 


Another Great Step Forward 


The members of the Shoe Fashion Guild of America, Inc., have set a definite date when their 
fall lines will be ready. This concentrated effort on the part of manufacturers of this group is 
additional proof of the spirit of cooperation that is being brought to bear for the advancement 
of better practices in the industry. 


Plan Your Buying Trip Now! 


This simultaneous showing will facilitate buying and afford you the opportunity of obtaining a 
complete picture of the ideas and creations that have been originated for the Fall Season by 
the members of this organization. 


Guild Members and Place of Showing 


ANDREW GELLER SHOE MFG. LaVALLE. INC. PINCUS & TOBIAS, INC. ta 

CORNELL UNITY, INC. Marbridge Bidg., Rm. Sit, Marbridge Bidg., Rms. 503-505 MARTIN WEINSTEIN SHOE CO. 
Marbridge Rm. 844 New York City New York. City Marbrides, Rims. 951-055 

DELMAN, INC. PALT ER OE 1190, INC. & CO., INC. 

New York Gliy New York City {ZUCKERMAN MFG. Bide, 3023 

York City 1° New York City island city, Pa. 


SHOE FASHION GUILD 
OF AMERICA 


SUITE 2503, EMPIRE STATE BUILDING, NEW YORK CITY 
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~ | Think of what this means 


to MOTHERS! 


A strong, durable, healthy, PLAY SHOE 


COMPLETELY WASHABLE IN TWO MINUTES 
—inside & out—-WITH SOAP & WATER 


| 
SPORTS 


for Boys, Youths, Misses & Children 
(also Men & Women) SIZE RUNS 


Combines all desirable qualities — health — cleanliness, quae aaa 


economy, lasting good looks—and complete elimination Boys’ 


Youths’ 


of summer shoe smell. Graphic window demonstrations of 
Cubo washability (as illustrated above) bring crowds of 
parents into dealers’ stores. 

Ordinary shoes would be ruined by this simple cleaning 
method. 

Cubos are real shoes—good looking—made to give service—con- 
taining every extra feature essential to foot health and comfort. Cor- 
rect fitting lasts—Air-O-Flow ventilation principle—Camco patented 
Athletic Arch insole—and Cubos are completely cleanable with 
ordinary soap and water. 

Now is the time to get after this extra summer shoe business. Write 
or wire for samples. e 
write or wire 
LEATHER SHOE DIVISION 


CAMBRIDCE RUBBER CO. 


CAMBRIDGE, MASS. 


NEW YORK 600 ATLANTIC AVE., BOSTON 317 W. MONROE ST. 
125 DUANE ST. AND LEADING WHOLESALERS CHICAGO 
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The Open Season 


1934 


Stock 


THE LAURA ... illustrated ingenuine 
8 San dals white buck. The Lottie similar in pat- 
tern hut in white kid on shorter vamp 


and rounder toe 


And what gay youns fashions they are. White, 
TO RETAIL AT 


of course... they re smart... and by far the most S 75 To 


comfortable style for hot weather. Shoes that 
will be in demand the full summer season .. . 


they'll bring extra pair business to your store. 


Shoes for Women 


THE FLORSHEIM SHOE COMPANY, Manufacturers, 


CHICAGO 
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